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At sea without Punch 


People aboard small boats sometimes just don’t feel like reading, that’s all. Not even Punch. 
Passengers on ocean liners are better able to take a healthy interest in life. They take Punch to their 
deckchairs and in next to no time have joined, in spirit, the 5,000,000 odd other readers who every week 
are, according to the latest and most intensive independent survey, amused by Punch wit, enticed by 


Punch advertisements and influenced, just that much more, by what the advertiser has to tell them. 


... pervasive ... persuasive 
GOES FARTHER THAN FIGURES 


VERRINDER, ADVERTISEMENT MANAGER, 10 BOUVERIE STREET, LONDON, E.C.4. TELEPHONE: CENTRAL 9/61] 


JOHN L. 
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Mass M arket 
Mentality 


Sir, Without wishing to 
quarrel overmuch with Mr 
Barrington Bree’s sweeping and 
somewhat cynical condemnation 
of the mentality of the mass- 
market, | think it can be argued 
in extenuation that most people 
who enter slogan competitions 
do so to win some “easy money,” 
not because they are potential 
buyers of the product in question 
Thus, surely, the appeal in the 
main is to the lower-paid, “prize- 
conscious” types (even office boys 
have access to typewriters) and 
not to the mass-market at all, 
unless such people do happen to 
be the sole prospective buyers of 
the product. In any case I do 
question the logic that “if these 
entries are’ samples of the way 
their minds work it isn’t a bit of 


use our reasoning with these 
people”, one can reason with a 
child—even when it can't write 


clever slogans! 


B. TEE, D.A.A 


Embargo On “Puffs” 


Sik A point on which your 
Policy Platform writer errs in 
the article “Is the New-style P.R 
Unit a Rival to the Advertising 
Agency?” (ADVERTISER'S 
Weerkty. June 29), is his state 
ment that the wrath of P.R. men 
was fired by the practice of cer 
tain P.R, Departments of adver 
lising agencies in assessing ed) 
orial space at advertising rates 
because of the fear that adver 
tisement directors might seize the 
/pportunity to demand == an 
ditorial embargo on “puffs”. Is 

ur writer seriously suggesting 

it (a) the advertisement direc 
rs can demand an embargo on 

ews, and (b) that an advertiser 

sing P.R. and editorial publicity 
viees might not retaliate with 
own embargo? 


PETER HOPE LUMLEY 


TO THE 


LETTERS 


EDITOR 


“ Cross Rhodes” 


Sirx,—1 have read with interest 
Mr. Ingham Rhodes’ reply to my 
article of May 25, criticising the 
extensive use of shell stands of 
what | consider to be inferior 
design. Really Mr. Rhodes, if it 
took 28 designers to produce the 
Furniture Trades shell scheme in 
dispute, then why not try just one 
designer next time? And I don't 
mean the kind of designer who is 
prepared to shovel ideas into a 
common pool along with 27 
others. As for the “body ol 
astute businessmen—12 in all” 
who judged the 28 designs, may 
i just mention that there are an 
awful lot of astute businessmen 
around who prefer to leave that 
sort of decision to a body of 
people qualified to judge designs 
(designers, for mstance) 

Mr. Ingham Rhodes makes a 
great case in defence of the num- 
ber of pillars required to hold up 
a shell stand. No one disputes 
the fact that supports cannot be 
spaced more than 20 ft. apart, 
lest the whole structure should 
collapse; 1 was merely saying 
that ny shell stand at all requires 
no propping up at all! With in 


NEW DATA ON 


\ surprising amount of new 
data on the home market will 
shortly be made available to busi 
ness from official sources. Some 
of the data released is quite 
unexpected, and is in time for 
use in the new Marketing Survey 
of the United Kingdom, to be 
published in October 


An entirely new Income Levels 
Index gives the relative percent 
age of AB and CD incomes in 
every town of over 45,000 popu 
lation. Dhividing line is laid at 
rate of £7 10s. a week enjoyed 
by the chief wage earner 

By co-operation with officials 
concerned, shops in most towns 
of 45,000 or over are given in 
no fewer than 49 categories. For 
example, in Birmingham, the 
number of shops is given in G61 
trades 

For the first time the whotle 
home market is surveyed in detail 
by county down to markets of 


rise 


and 


dividually designed stands sup- 
ports are normally incorporated 
into the general structure and are 
not visible, or are used as a 
deliberate architectura! feature 
They certainly don’t cut across 
exhibits or interfere with display 
And don't let anyone imagine that 
the supports Mr. Rhodes is talk- 
ing about are just simple tubes. 
We have been getting some real 
fancy work lately-—tapering fins, 
18 in. wide pillars with lights 
inside, things with flowers hang- 


ing on them—a whole host of 
weird and wonderful contrap- 
tions. Only the client would 


rather show his own exhibits! 

BEVERLEY PICK. 
Clun House, Surrey Street, 
Strand, W.C.2. 


Proof That Posters 
Are Read 


Sin,—-We recently had a strik 
ing proof of the care with which 
posters are read. 

This Society exists solely for 
the display of Scripture Texts, and 
mainly uses I6-sheet posters 
Through an unfortunate error, a 
poster was issued with an incor- 


5,000 consumers. For the first 
time, too, figures of telephone 
subscribers have been re-aligned 
to coincide precisely with the 
administrative areas used for so 
many official statistics 

To obtain the figures quickly, 
members of Marketing Survey 
research staff have analysed the 
latest available Ministry of 
Labour figures on employment 
at the statistical section of the 
Ministry at Watford. As a result 
the Survey will carry both the 
new breakdown of workers by 
industry in the 145 largest markets 
and also the number of men and 
women and of industrial and 
agricultural workers in all the 
1.200 markets of over 5,000 
population 

Another new sidelight is an 
analysis of listener response [> 
both the B.B.C. Home and Light 
programmes and to Radio 
Luxembourg, with special atten- 
tion to peak periods 


rect Scripture reference at the 
bottom, and the first poster was 
hardly up before messages began 
to arrive by telephone, postcard 
and word of mouth, pointing out 
the error. That our posters were 
read, we were sure, but that they 
were read with such close atten- 
tion and interest was a surprise 
even to us, 
D. S. LEWIS, 
Chairman, The Scripture 
Text Display Society. 
Manchester. 


“Cabinet Maker’’ Golf 
The annual national golf com- 
petition organised by the Cabinet 
Maker in aid of the Furnishing 
Trades Benevolent Association 
again this year drew a large 
entry at the Moor Park course 
near Rickmansworth, last week 
More than a dozen trophies were 
awarded, including the Cabinet 
Maker cup for best net score 


HOME MARKET AVAILABLE SOON 


One fresh survey describes the 
precise pattern of population in 
each of the 12 great conurbations, 
including Bournemouth and 
Portsmouth, with an area map of 
each. A second detailed survey 
shows what has happened in each 
of the seven development areas 
since 1945. This survey is illus- 
trated by a new series of diagrams 
prepared by the Board of Trade. 

The Marketing Survey has been 
prepared during the past twelve 
months under the direction of 
Mr. Cecil Chisholm, director of 
Business Publications. Consuit- 
ing Committee on Statistics con- 
sists of Mr. W. N. Coglan, 
director, Sales Research Services 


Ltd... Mr. G. Cranch, research 
officer, Mather and Crowther 
Ltd.. Mr. E. A. Lever, director, 
Ultra Electric Co. Ltd., Mr. J. I 


Mason, statistician and economist, 
J. Walter Thompson Co. Ltd., and 
Mr. L. T. Wilkins, incorporated 
statistician, The Social Survey. 
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the more 


You can't value forty years of goodwill in 
terms of money, and it's all the more import- 
: ant in a family market composed almost 

’ , equally of men and women. JOHN BULL 

ou née gives your product that advantage in Britain s 
biggest and most important market. It 

: commands the loyalty of well over a million 
families. They're a first consideration for the 
success of any campaign. You can't ensure 


J (0) 4 NV E l [ |’ S national coverage without JOHN BULL. 


over a million families 


s 
PHILIP BMANUSL, ADVERTISEMENT DIRECTOR, ODMAMS PRESS LID., 96-98, LONG ACRE, LONDON, C2. ALL-ROUND VALUE AND A SQUARE GUARANTEE FOR 4 FTHANOHTT Line a 
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—_— 


—William Meiklejohn (Managing Director of McMurtrie Ltd., Glasgow) 


Just for a second or two as you enter his room, William 
Meiklejohn seems almost stern. Then comes the famous 
smile and the warmest handshake north of the Border 
and you know that you're ‘in’. 

Glasgow born and bred, he’s a big kind-hearted 
man with a passion for Rugger, Ice Cream and Cricket 
(believe it or not, he’s a keen admirer of Surrey). He's 
also one of the most important advertising men in 
Scotland, a Council member of LLP.A., and a former 


President of the Publicity Club of Glasgow. Hard work 


JuLy 6, 1950 


4 Zanton Photo 


Since the day he joined McMurtrie’s over forty years 


ago, he has seen advertising grow up. In those days they 


had no studio, no copywriters. Now, McMurtrie’s area 
national agency complete in every detail of modern 
service. He has watched the growth of the Daily Mirror 
in that time, too, and has seen it become the paper with 
the largest daily net sale in the world. Like a true Scot 
he likes to get good value for money and is naturally 


impressed by the fact that the Daily Mirror’s inch per 


thousand space rate is the lowest of all national dailies. 


J ° 
and sport-—that is his maxim, and he’s run his life on it. | D Ff ia ‘ y ca’ é r r ° r 
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Paper Is Freed For Advertising 


Circulars and Catalogues 
CLIMAX OF TEN-YEAR BATTLE FOR DIRECT MAIL 


From next Monday all restric- 
tions on the use of paper for 
advertising circulars, theatre cir- 
culars and trade catalogues are 
lifted by a Board of Trade Order 
published to-day (Thursday). 
The relaxation does not apply to 
paper for pool betting schemes, 
and control on contents posters 
is retained. 

This step does not take the 
leaders of the direct mail adver- 
tising business by surprise. They 
have been fighting restrictions on 
the use of paper since 1940, by 
sending deputations to the 
Ministry of Supply and the Board 
of Trade, and by maintaining 
contact with officials at the 
Ministries. Early this year the 
British Direct Mail Advertising 
Association was considering send- 
ing another deputation to the 
Board of Trade, to request a 
relaxation in the Order restricting 
consumption to 50 per cent of 
pre-war, or not more than 5 cwts. 
in three months, but postponed 
the project on the advice of a 
Board official 

Miss Kay Murphy, chairman 
of the B.D.M.A.A., told Apver- 
riser’s Weex ty that the relaxa- 
tion will make a very considerable 
difference in business activities, 
and will remove a lot of doubt 
from people's minds as to what 
and what not they could do. 

“Some advertisers even soft- 
pedalled on mailings which would 
have been quite safe, because the 
legal position was so obscure,” 
she said. 

“Naturally we are delighted that 
the relaxation has come at last, 
though we would have wished 
that it had come earlier.” 

The first Paper Control Order 
affecting direct mail was imposed 
in 1940, and prevented the use 
of any paper for free advertising, | 
with certain exceptions. In that 
year the B.D.M.A.A. sent its first 
deputation to the Ministry of 
Supply, who, though sympathetic, 
were unable to make any relaxa- 
tions, 


The next step was the organi 
sation of a committee imcorpora- 
ting representatives of many other 
industrial associations, led by Mr 
E. Symes Bond, called the Postal 
Facilities for Industry Committee 
This committee met the (then) 
Under Secretary of State, and 
although no restrictions were 
lifted, certain anomalies were 
removed. Thus, the rule per- 
mitting only 12 copies of a circu- 
lar to be sent out at one time 
were relaxed. 


In 1944 an Order was made 
permiitting the consumption of 
10 per cent of the paper used 
before the war, or 1 cwt. in three 
months. This state of affairs 
lasted until 1948. when another 
B.D.M.A.A. delegation, headed by 
Mr. C. N. laa Harris, and inctud- 
ing Mr. F. T. Day and Mr. Horace 
Martin, secured the doubling of 
the ration. The last Order, bring- 
ing consumption up to half pre- 
war levels, came into force last 
year 


Ad. Association Names Members 
Of 1951 Conference Executive 


Membership of the executive of 
the organising committee of the 
International Advertising Con- 
ference 


(Britain) 1951, was 
announced this week by the 
Advertising Association. Names 


are: Lord Mackintosh (chairman), 
F. P. Bishop, M.P., J. H. Brebner. 
H. W. Craddock, Ian Harvey, 
M.P.. Andrew Milne, Norman 
Moore, G. L. McLellan, L. W 
Needham, C. D. Notley, G. R. 
Pope, W. Ewart Rumble. 

Members of the transport and 
accommodation sub-committee 
are: J. H. Brebner (chairman), 
J. C. Patteson, B. H. R - 2 
Maxwell, E. W. Wimble, W. D. C. 
Cormack. 


“Birmingham Post” 
To Cost 14d. 


Birmingham Post announced 
last Thursday that it is no longer 
able to postpone an increase in 
price from Id. to 14d. Rise in 
materials, cost of plant, main- 
tenance, and labour is given as 
the reason for the increase, which 
took effect last Saturday 


“EAGLE” OVER 750,000 

Hulton Press has announced 
that Eagle now has a guaranteed 
net sale of more than 750,000 
copies weekly 


Transport Ads. 
. > 
Anti-Ligquor 
Protest 

BELFAST REFERS BACK 

FRANK MASON TENDER 

Belfast Corporation on Mon. 
day referred back two the Trans 
port Committee a recommenda 
tron that a tender for advertising 
on the city’s public transport 
vehicles, to include liquor adver- 
tising. be accepted. The tender 
for a five-year period, was sub- 
mitted by Frank Mason & Co., 
Lid., of London 

The decision followed a protest 
against inclusion of liquor adver- 
tising by a deputation, _ anised 
by the Irish Temperance Alliance. 
and led by the Dean of Belfast 

The Transport Committee re- 
ported that the highest tender to 
include liquor advertising was 
£77,800, against £65,100 by a 
firm excluding such advertising 


Betro Plans Radio 
Coverage Surveys 


Because some members have 
asked Betro whether it can make 
surveys of radio coverage in cer- 
tain overseas markets, Betro is 
proposing to develop such a ser- 
vice on a aes basis. 


B.P.A.A. Announces 
1951 Conference Date 


The 1951 conference of the 
British Poster Advertising Asso- 
ciation will be held at Brighton, 
on June 4-6. 


The County Weekly 
SALE 
Eats ween 


oe 


“CHELTENEAM CHRONICLE 


for Cheltenham, Cirencester, 


Tewkesbury, 


Evesham and surrounding districts. 


Advertisement Director, R. H. Penney, Carmelite House, London, E.C4. 


NORTHCLIFFE NEWSPAPERS GROUP LIMITED 


Telephone Central 6000 
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Pembrokeshire Special Area Ruling 
Pleases Both Sides 


OUR OBJECTIONS APPEAR TO HAVE BEEN 
LARGELY MET, SAYS MALLATRATT 


The Ministry of Town and 
Country Planning has this week 
communicated to local authori- 
ties its decision on the proposed 
Order for an area of special con- 
trol under the Centrol of Adver- 
tisements Regulations, to cover 
most of Pembrokeshire 

The proposed Order included 
Tenby borough, the urban district 
of Fishguard and Goodwick, the 
rural districts of Haverfordwest, 
Cemaes, Narberth and Pembroke, 
and a number of villages. 

At the Public Inquiry held at 
Haverfordwest in January, the 
Outdoor Advertising Industry 
Advisory Committee asked for 
the exemption of four villages. 
and partial exemption in three 
towns. 

The Minister's decision con- 
firms the Order in so far as it 
relates to the rural parts of the 
county, except for the villages 
of Johnston, Crymmych and Kil- 
getty, where he does not con- 
sider special control would oe 
justified. In Fishguard and Good- 
wick and Tenby, the proposals 
are approved with modifications 

Commenting on the decision, 
Mr, H. H. Mallatratt, secretary of 
the Outdoor Advertising Industry 
Advisory Committee, who empha- 
sised that he had not been 
officially informed of the decision, 
nor seen the plans, said on 
Tuesday that it appeared the 
Committee's objections had been 
largely met. 

Mr. J. A. Price, Pembrokeshire 


Advertisers Only For 
1.8.B.A. Conference 


. 
Opening Session 
Entry to the opening session of 
the Golden Jubilee Conference. 
of the Incorporated Society of 
British Advertisers, on September 
26. will be restricted to represen 
tatives of LS.B.A. member firms 
and other advertiser delegates 

The two business sessions on 
the following day will be onen 
to all registered delegates, whether 
advertisers or not 


Advertising Age’ 
Quotes “A.W.” 


An extract of approximately 
200 words from the ADVERTISER'S 
Weerkty “Policy Platform” article 
“A Fool Rushes In " which 
discussed American advertising 
agencies in London, is quoted 
by Advertising Age, of Chicago 

MOTHERCRAFT EXHIBITION 

The Mothercraft Exhibition is 
making its second annual appear 
ance at Central Hall, Westminster, 
from November 4-14 . 


planning officer, said: “I think 
it is very reasonable really. It is 
quite what we wanted. The three 
villages cut out are not of very 
high amenity value, and one 
would not expect them to be 
included.” 


New Moos Against 
Branded Medicines 


The Ministry of Health has 
written to doctors throughout the 
country asking for “friendly co- 
operation” in keeping down 
expenditure by prescribing fewer 
proprietary medicines. The letter 
emphasizes that there is no 
absolute restriction on a doctor 
prescribing any drug which he 
thinks is necessary. 


Display work on the garavans 
being used in mobile exhibition 
for Hoover Lid. has been carried 
out by J. W. Artists Lid. The 
work comprises five panels; the 
backgrounds were veneered, with 
chromium plated frames, and 
copy panels finished cellulose 
United British Caravans were 
responsible for installation 


Sixty Enter For 
N.A.G.S, Meeting 


Some sixty entrants have al- 
ready been received for, the sum- 
mer meeting of the Newspaper 
and Advertisers’ Golfing Society, 
to be held at Walton Heath on 
July 19, says Mr. Philip G. 
Hudgell, hon. secretary. Entries 
close on July 15. 

The Times, Daily Mail, Daily 
Express and Evening News cups 
and several subsidiary prizes will 
be competéd for. It is hoped that 
the famous old professional, 
James Braid, will act as starter 

The auction sweep luncheon 
for the summer meeting will be 
held at the Savoy on July 17 

At the annuai general meeting 


last week Lord Camrose was 
elected president. Captain is Mr. 
E. C. Millard, last year's vice- 


captain and one time captain of 
the Surrey Golf Union. Mr. A. 


Nelson Dunbar jis vice-captain 
and Mr. G. H. Dunbar hon. 
treasurer 


Kingstown Artists 
Group Formed 
Kingstown Artists is the name 
of a group of artists formed by 
the Kings Town Engraving Co.., 
Lid., of Hull and Leeds, who will 
act a5 agents. 


GOLF TROPHY GOES FOR EXPORT 


The Osborne Peacock chal 
lenge cup has been added to the 
list of exports to America 

lt was won at the company's 
annual golf meeting, held last 
week at St. Georges Hill Goif 
Club, Weybridge, by Jack Reddy 
of Massachusetts, Playing off a 
handicap of 5, he won with a 
round of 78, bogey for the course 
being 75 

Runner-up, only two strokes 


behind, was E. L. Yule, director 


Jack Re ddy 
of the agency's chairman, 
the picture, left to right, are 


of Massachusetts receives from Mrs, 
the Osborne Peacock golf cup 
Jack Blanch (Express Newspapers), W. J. 


of the Osborne Peacock Glasgow 
office 

Leslie W. Needham (director 
of advertising, Express Group) 
and W. E. Osborne (agency 
chairman) won the afternoon 
four-ball competition 

The Osborne Peacock golf 
meeting was first held in 1913, 
and was an annual event until the 
war, being resumed three years 


ago. Thirty-two competitors took 
part last week. 


W. E. Osborne, wile 


Also m 


Cowan (“Illustrated London News’), Nelson Allen (“Golf Ulustrated’’), 


4. W 


Andrew Milne ('Drapers 


Burnett (Amalgamated Press), A. E 
Record” Manchester office), Leslie W ‘ 
Record”) and extreme right, 


Stockton (“Drapers 
Needham (Express Newspapers), 
W. Harrop 


(Osborne Peacock). 
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Trade Journals 

Need Not Have 
. 
Big Sales 

Because a trade journal has a 
small circulation it must not be 
supposed that it is not of great 
value to the wholesale trade, said 
Mr. Andrew Milne, director and 
general manager, The Draper's 
Record, addressing the summer 
school of the Wholesale Textile 
Association, at Oxford this week. 
His subject was the trade Press. 

“More often than not,” he 
said, “a smaller circulation paper 
has a very specific market, and 
shows little or no waste, however 
sma! the figure might be.” 

The main job of the trade 
journal, he said, was to keep the 
three elements of the trade 
manufacturing, wholesaling and 
retailing—on an even keel 

This was the first time, since 
the summer schools were started 
three years ago, that the trade 
Press had appeared in the 
curriculum. 


. 
“Aspro” Entertain 

Advertising Men 

To honour delegates from 
twelve countries to the “Aspro” 
world conference, the chairman 
and directors of Aspro Ltd. in- 
vited 250 guests to a performance 
of “The Two Mrs. Carrolls,” held 
in “Aspro’s” owa theatre. 

Among those present were: Roy 
Clark, advertisement director, The 
Star; W. Faux, advertisement 
director, Associated Newspapers 
Ltd.; W. B. Harbud, advertise- 
ment manager, Evening News; H 
Kamlish, Odhams Press Ltd.; H 
Marks, S. Presbury & Co., Ltd; 
Guy Presbury, S. Presbury & Co.. 
Lté.; M. Pitcher, advertisement 
manager, Sunday Dispatch: 
F. Slaughter, general advertise- 
ment manager, Kemsley Press; 
Miss G. G. Thomas, director of 
Samson Clark & Co., Ltd.; Mrs. 
M. Sutton, D. J. Keymer & Co., 
Ltd.; F. M. Simpson, A. G. Rey- 
nolds & Co., Lid.; Miss E. John- 
son, Publicity Club of London; 
F. Lawrence, governing director. 
Slough Observer; E. J. Barrett 
Mains Time Co., Ltd. 


ian Journal Plans 
rish Supplement 


L’Echo De La Bourse, Brussels. 
is to produce a supplement on 
Dublin and Ireland, for publica- 
tion on July 26. This will be the 
first Irish Supplement to appear 
in a Belgian newspaper. 

Mr. W.-H. Scott has been visit- 
ing Dublin making advertising 
and editorial arrangements. 


The International Exhibition of 
Knitting Machinery & Acces- 
sories will be held at the Granby 
Halls, Leicester, from October 11- 
21. It is being organised by 
Textile Recorder Machinery and 
Accessories Exhibitions Ltd. 
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Newsprint Position “ 


Is Possible—Bishop 


* 37,500 TONS FROM CANADA 


MERELY BRIDGES THE GAP” 


Despite the Government's decision to authorise the i 


of 37,500 tons of Canadian dewsprint in the first half of 1951, it 
is by no means certain that there will not have to be a further cut 
im newspaper sizes, states Mr. F. P. Bishop, M.P., general 


manager, Newsprint Supply 
Company. 
“The increase in Canadian 


imports merely puts us in the 
position of hoping that we may 
be able to maintain the new six- 
Page papers over the next 12 
months,” he said this week. 

“It does not even assure us of 
that, because the overall supply 
position is so gm at the moment 
that it is not by any means cer- 
tain that there will not have to 
be a further cut in newspaper 
size.” 

The Government statement 
related to the purchase of 37,500 
tons next year in addition to the 
25,000 tons already authorised for 
the second half of 1950. 

“This 37,500 tons does not 
mean 37,500 tons extra which 
can be used in bigger papers, 
said Mr. Bishop “h oa 
most vital addition to our 
supplies and a most welcome 
one. But it really is 37.500 tons 
to bridge the gap between our 
consumption at the six-page 
basis and our prospective supply 
over the next 12 months.” 

Even if Britain got all the 
Canadian tonnage now author- 
ised, he explained, the bulk of it 
would not be available until 1951 
In the meantime stocks were 
bound to fall because consump- 
tion, even on the six-page basis, 
exceeded supply 

Mr Harold Wilson, M P . 
President of the Board of Trade, 


Outstanding Job By 
British Agents 

—U.S. tribute 

A high tribute to Britich adver- 
tising agents is paid by Mr. J. 8. 
Stolzoff, Vice-President, Cramer- 
Krasseh Co., Milwaukee, in a letter 
to Advertiser's Weekly. He says: 


fraternity in Detroit [at the recent 
convention of the Advertising 
Federation of America}. I think I 
speak for all of us when I say that 
advertising agents in Great Britain, 
im spite of the extreme shortage of 
paper, is a feat which you might 
all well be proud of.” 


announcing the Government's 
decision in the House of Com- 
mons on Thursday, said 

“Home newsprint mills are 
working to full capacity and im- 
ports from soft currency coun- 
tres are freely allowed. We 
have already authorised the ex- 
penditure of dollars for the 
maximum supplies which are 
likely to be available from 
Canada this year.” 


. 

Equalised Price 
Up By 45/- 
Following the Government an 
nouncement of an increase of 
£2 3s. 9d. per ton in the control 
price of newsprint manufactured 
by the home mills, the Newsprint 
Supply Company has decided 
that the equalised price of news- 
print shall be increased by 45s 
to: (Lightweight) 14 tb. demy 
$00's, £37 per ton (from £34 15s.) 

The price of home produced 
newsprint for machine-finished 
newsprint sold in reels has risen 
from £32 17s. 6d. a ton to 
£35 Is. 3d. and for super- 
callendered from £33 Ss. to 
£35 &s. 9d 

Mr Harold Wilson. MST., 
President of the Board of Trade, 
stated in the House of Commons 
on Thursday: “Although the 
prices of home-produced news- 
print are to be raised by £2 3s. 9d 
4 ton on July 3 owing to the in 
creased cost of imported wood 
pulp and other factors, they will 
still be cheaper than the current 
quotations for forward delivery 
from almost any other source.” 


Newspaper Society 
Sees B.o.T. To-day 


The Newspaper Society sends 
a delegation to-day (Thursday) to 
the Board of Trade to discuss 
with Mr. Harvey Rhodes, Parlia- 
mentary Secretary, the question 
of newsprint for provincial and 
suburban newspapers. As with 
its first delegation, this one will 
be" headed by Mr. H. G. Clarke 


NIELSEN BROCHURE 

The A. C. Nielsen Company 
Ltd.. Oxford, have produced a 
brochure summarising. by means 
of graphs, recent trends in United 
Kingdom economy 
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Grim” : Another Cut 


Members of the British delegation to the recent Convention of the 
Advertising Federation of America, photographed with American 
friends before leaving New York by plane for Detroit. 


Launching Date For 
Gold Coast ‘Graphic’ 


The Gold Coast Daily Graphic, 
whose publishing company, West 
African Graphic Co. Lid. is 
owned by the Daily Mirror and 
Sunday Pictorial, is to 
launched on October 2, with an 
initial print run of 10,000 copies 

It is « sister publication of the 
Nigerian Daily Times, the cir 
culation of which has increased 
during the past two years from, 
8.000 to more than 25,000 per 


day 

Other publications in the Daily 
Mirror West African group are 
the weekly West African and the 
monthly West African Review. 


Banner- Towing 
At Royal Show 


Foote, Cone & Belding Ltd., 
agents for Ferguson tractors, 
arranged banner-towing from an 
aeroplane at the Royal Show, at 
Oxford this week. through 
W. H. Tayleur (Publicists) Ltd 

The arrangement, subject to 
weather conditions, was for a 
35-4. banner, with “Ferguson” 
in black letters on orange back- 
ground, to be towed over the 
Show starting to-day (Thursday). 


F. J. LYONS FORM 
P.R. LINK WITH 
TAPLINGER 


A reciprocal working arran 
ment has been established be 
tween F. J. Lyons Ltd. of Lon 
don, and Robert S. Taplinger a 
Associates, the New York publ 
relations firm. 

“Campaigns will be plann 
either for the whole of the United 
States. or for specific areas,” 
stated Mr. F. J. Lyons, mneel 
director, F. J. Lyons Ltd. “Our 
organisation will offer corres- 
ponding facilities for Teplinger’ 
clients operating in the United) 
Kingdom.” 

Earlier in the year Mr. John Al 
Stephen was appointed the Tap-~ 
linger organisation's first London 
representative. 


Jersey Paper's 
Jubilee Supplement 


The Jersey Evening Post 
marked its diamond jubilee last 
Friday with a supplement that 
included a dowble-spread of 
“Headings of the Last Sixty 
Years” and also an exact replica 
of the original issuc 


B.F.M.P. Will Not Pay Increase 
Yet. Even In No-Ban Houses 


The Panting Trades Alliance 
has issued a statement saying that 
the 3s. 6d. increase in the basic 
rate for hand compositors, 
awarded by the National Arbi- 
tration Tribunal, should be paid 
immediately to L.S.C. members 
in houses where the overtime ban 
is not being operated 

The Brith Federation of 
Master Printers does not agree 

The award stated that the 
increase was payable when the 


overtime ban had been removed. 
The B.P.M.P. says that in ins 
opinion, the P.T.A. is incorrect u 
its interpretation of the Tribunal's 
findings, and that no action 
should be taken until the over- 
time ban is removed from the 
whole of the London area 

The L.S.C. is holding its dele- 
gate meeting to-day (Thursday) 
at the Central Hall, Westminster. 
to consider the Arbitration 
Tribunal award 
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Researchers Plan For Copy - Testing, 


Textbook, 


Standards in market research, 
the textbook, and the 
wor the study group on copy- 


testing figure in the report pre- 
sented at the fourth annual mect- 
ing of. the Market Research 
Society, last Thursday. 
The report states that: 
three remaining chapters 

of the textbook are in an ad- 
vanced state of preparation and 
it is proposed to go ahead with 
negotiations for lishing. 

© progress has been Made 
with the Interim Report on Stan- 
dard in Market Research because 
“the present Constitution makes 
the application of the Report 
virtually impossible” and, owing 
to differences of opinion among 
members, there has been a delay 
in the production of a new Con- 
stitution. 

The Study Group on Copy 
Testing, which will study and 
evaluate existing and potential! 
methods of copytesting, will dea! 
first with copytesting in the Press, 
followed by radio, cinema, 
posters, and direct mail. 

Towards the end of 1949 the 
council sounded members on the 
desirability of setting up an or- 
ganisation to which members’ 
current problems could be re- 
ferred, whose solution was likely 
to be of value to market research 
generally, and in which discussion 
of t and other broad prob- 
lems in the market research field 
could take place informally to 
mutual advantage through the 
pooling of general experience. 

The majority were interested in 
three main fields where such an 
organisation could have practical 
me ang These were: 

Interpretation: “How to en- 
hance the value of market re 
search for client’s marketing and 
other purposes.” 

Practical sampling methods 
“How to improve the practical 


methods and techniques of col 
lecting data within cost limits.” 

Copytesting. 

The Study Group on Inierpre- 
tation proposes to investigate 
methods of propagating a better 
knowledge of market research 
among prospective and present 


CRANCH RESEARCH 
SOCIETY PRESIDENT 


Mr. Graeme Cranch has suc- 
ceeded Mr. Tom Cauter as presi- 
dent of the Market Research 
Socie 


ty. 
Other members of the council 


are: vice-president, Stuart 
Dorizzi (Mars);  secretary-trea- 
surer, A. P. McAnally (PF. C. 


Pritchard, Wood & Partners), 
programme secretary, Dr. Henry 
Durant (Gallup Poll), and W. N 
Coglan (Sales Research Services) 
Colin Mclver (Young and Rubi 
cam), and T. Cauter (British 
Market Research Bureau). 


Standards 


users of market research and of 
encouraging market research 
among smal] firms. 

The Group has also requested 
the council to approach the Board 
of Trade in an attempt to ensure 
that when vital population data 
becomes available from the Cen- 
sus of Distribution it should be at 
the disposal of interested parties. 

There were 46 full members oi 
the Association at the end of June 
as against 40 last year, and 44 
associate members, as against 26. 


BOURNEMOUTH 
FULL-PAGE 

A full-page in the Bournemouth 
Daily Echo was inserted on June 
21 for Chloride Batteries Ltd. by 
London Press Exchange Ltd. to 
announce that the 1950 Exide 
Convention was being held in the 
town. 


C.P.V.’s British 
Accounts In US. 


Colman, Prentis and Varley 
Lid. now have more than thirty 
accounts in the U.S.—about half 
of them British, the remainder 
American firms advertising in the 
U.S. or in South American and 
other markets. 

Mr. Geoffrey Reynolds, vice- 
president of C.P.V., Inc., who 
returned a few days ago from one 
of his many visits to the U S., told 
ADVERTISER'S Werxiy that of 
the British firms a number are 


making their first bid for the 
American market. 
, are the agents in 


America for Hovis, and as part 
of the campaign are sponsoring 
Sir Thomas Beecham concerts to 
be broadcast in August. The 
Hovis campaign also includes 
Press advertising, counter cards, 
promotion folders, streamers, 
subway cards, and direct mail 


Water Industry Spends Only £1,000 
A Year On P.R.: Plea For Levy 


While the electrical industry 
spends £250,000 a year on public 
relations, the British Waterworks 
Association spends only £1,000, 
plus a small income that may be 
derived from films. 

This point was made by Mr. F 
Gardner, chairman of the British 
Waterworks Association's public 
relations committee, at the Asso- 
ciation’s annual conference at 
Brighton last week. 

“While not everyone consumes 
electricity, all are consumers of 
water,” he said. “If we were to 
ask you to make a small contri- 
bution to the public relations of 
the water industry as they do in 
the electrical industry, of 1/10th 
of 1 per cent it would bring us 
in about £45,000," 

The question of whether there 
should be an increase in the 
Annual subscription to the Asso- 
ciation by 


member authorities, 


partly for expanding public rela- 
tions in the water industry, or 
whether finance for P.R. should 
be a separate item, was referred 
to the executive committee. 

More than a hundred water 
supply P.R.Os. attended the 
special meeting organised for 
them to hear Mr. Victor W. Dale, 
general manager and secretary, 
Electrical Development Associa- 
tion, speak on “Public Relations 
in Public Utilities.” The meetin: 
concluded with the screening o' 
the Australian colour film “Story 
of the Tap.” 

At the morning session the idea 
of a publicity service to water 
undertakings wishing to subscribe 
to it was discussed. Mention was 
also made of the possibility of 
holding an exhibition, either 
“trade” or of wider appeal, in 
conjunction with future confer- 
ences. 


Selfridges Lid. with this window display won a cup and 100 guineas 
in the 1980 Hoover Spring Window Display Contest, in which there 
was a record number of contestants for the 39 cash awards 
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Sharland A 
Closes: F. W Soars 
Take Accounts 


Sharland Advertising Lid, 
which has been in existence for 
more than fifty years, has closed 
voluntarily, owing to the expiry 
of the lease of the premises at 12 
Theobalds Road, London, and 
the retirement of the managing 
director, 66-year-old Miss D. V. 
Hobbs. 

All the accounts have been 
taken over by F. W. Sears Ltd., 
116 Victoria Street, London. 
They include: Bermaline Bread, 
part of the John Bull Rubber Co., 
Shadeine Hair Tint, Tidman Sea 
Salt, Kay Brothers of Stockport, 
D. T. Brown & Co., J. Iredale & 
Sons and a number of others. 

Miss Hobbs, who joined the 
firm in 1901, has been in control 
since 1909, and managing director 
since 1930. The other director is 
Mrs. H. J. Chapple, whose first 
husband, the late Mr. C.N. A. 
Sharland, was the son of the 
founder, Mr. C. Sharland. 

Miss Hobbs will remain at her 
office till the end of September. 


Robertson & Scott 


> . 
Reorganisation 
Robertson &. Scott, the Edin- 
burgh agency founded in 1819, 
has been converted jnto a private 
limited company, Robertson & 
Scott ( Advertising) Ltd., of which 
Mr. J. Murray Scott is chairman 

and managing director. 

Mr. F. P. Campbell, formerly 
of Campbell Sons & Co., the 
Edinburgh and Dundee agents, 
has been appointed business man- 
ager, and Mr. A. B. Imrie, of the 
Edinburgh College of Art, is 
manager of the art and service 
department. 


New Agency At 
Edinburgh 


Following the reorganisation 
at Robertson & Scott, two 
of the rtners, Mr. Harry 
G. Rutledge and Mr, John C. 


Wake, have formed an agency 
titled R. & W. Advertising, with 
offices at 40 Queen Street, Edin- 
burgh, with a studio and service 
department close by. 

Mr. Rutledge will act as space 
buyer and direct the production 
and display sections, and Mr. 
Wake will be responsible for 
classified, legal and business 
notices. 


Four Photographers 
Combine 


Four well - known 
graphers, Messrs. Hubert Davey, 
Walter Bird, Gerald Cookson, 
and Peter North, have combined 
to form Photographic Illustra- 
tions Ltd. to give a complete 
photographic service to advertis- 
ing. industry, the Press, society, 
and the theatre. Headquarters 
are at Kinocrat House, Cromwell 
Road, London. 
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Chapman Appointed By Batchelors Peas: 
Crouch “Mail” Sales Promotion Manager : 


A. C. Crouch 


C. G. Quetton Retires From Lintas 


Cc. G. Quetton, closely asso- 
ciated with the memorable cam- 
paigns for Persil and Stork, 
leaves the regular staff of Lintas 
in July. He reached the official 
retiring age for Unilever Execu- 
tives last year but remained “by 
request” to complete his work 
on certain assignments. He plans 
to undertake commissions as 4 
consultant in advertising and 
marketing for industrial and 
commercial clients, and in fact 
has already received his first 
commission. 

Quetton began his career as an 
electrical engineer. While in 
America he first graduated to 
advertising, later returning to 


London to join Saward Baker 
and Paul BE. Derrick before going 
to Lintas in 1930. His years with 
Lintas covered the period of 
intense marketing activity in the 
soap-powder and margarine fields. 
More recently he has acted as 
general adviser to the management 
on problems of organisation and 
personnel as well as in connection 
with long-term marketing plans. 

Ata party at the Mayfair Hotel 
more n 70 of Mr. Quetton’s 
colleagues, including most of the 
leading Unilever personalities and 
a number of old colleagues, some 
of whom had travelled specially 
from the Continent, gathered to 
wish him success in the new phase 
of his career. 


L. A. Carter, formerly an 
assistant in the rail, docks and 
inland waterways and hotels 
allocation section of the commer- 
cial advertisement division, British 
Transport Commission, has been 
appointed head of that section. 
as successor to the late K. Russell. 
Mr. Carter was earlier an assist- 
ant in the trade advertising 
department of British Railways, 
Western 1 Ragen, 


R. L. Warren-Smith, etnies of 
advertising models made from 
“Cocoon” plastic sprayed mater- 
ials, has left Charles Selz Ltd., 
subsidiary of Franco-British 
Electrical Co. Ltd. Some of his 
work is being exhibited in a 
garden tableau at the Orchard 
Hotel, Ruislip. 

* * * 

R. W. Palmer has been ap- 
pointed representative for Kent 
and part of S.E. London, for 
Ekco-Ensign Electric Led. 

* 


W. E. B. Lawrence, for 28 years 
London advertisement manager 
of the Liverpool Post and Echo, 
who retired at the end of last 
month, was presented last Friday 
with a cheque by his successor, 
CG. L, A. 


on behalf of a 


number of his old friends and 
colleagues in London and Liver- 
pool. 
* - * 

Gaston Gonord, of Glovers 
Advertising, who was recently 
awarded a Dartnell Corpora- 
tion of America gold medal 
for direct mail, has now been 
awarded a certificate by the 
Direct Mail Idea Library, which 
is run by the National Research 
Bureau of Chicago. 


H. Richens p a manag- 
ing editor Games & Toys and 
British Playthings Overseas, has 
been appointed chairman of the 
publicity committee of the Harro- 
gate Toy & Fancy Goods Fair. 
January 8-12, 1951. Press repre- 
sentative is Herbert Harris. 

* * * 

T. J. M. Sheehy, editor, Irish 
Hotelier, has been appointed 
P.R.O. to the Irish Hotels Com- 
mission, which is to undertake a 
study tour of the United States in 
September 

* * > 

Formerly Walt Disney's repre- 
sentative in this country, J. E. 
Ricketts has been appointed sales 
manager of Hotel Plan Lid. and 
is in charge of advertising. 


R. W. has been ap- 
pointed advertising manager for 
Batchelors Peas, and takes up 
duties on August 1. He is at pre- 
sent advertising manager with 
W. & M. Duncan, chocolate 
manufacturers, Edinburgh. 

* . * 
Laurence has been 
inted general secretary to the 
British Direct Mail Advertising 
Association, in succession to Miss 
Iris § who is now with the 
Direct Mail Centre. 

Mr. Springett has on 
specialised in salesmanship wit 
Scott's Libraries, William Harden 
» ’ and G. C. Ridley & 


ON PAGE 47 


Consequent on the transfer of 
publication of The Director from 
Drury Press Ltd. to the Institute 
of Directors (from the July 
issue) David Dreebin, advertise- 
ment manager, and E. D. Foster, 
editor, have left to take up 
similar positions with the Insti- 
tute of Directors 

In doing so Mr. Dreebin 
resigns the advertisement manager- 
ship of the Retail Chemist, which 
he has held since 1936, and Mr 
Foster relinquishes the editorship 
of School and College Manage 
ment and The Hairdresser and 
Beauty Feade. 

* o 

P. Ry Cory, general manager 
of Smedley Advertising Service 
Ltd. has gone to Canada, and 
his place is being taken by G. 

Verchin, who was formerly in 
the export advertising department 


of the International Chemical 
Co., Ltd. 
* * * 
Fr. M Miine, Wholesale 


array 
Textile Association P.R.O., has 
agreed to act as public relations 
advisor to the newly formed 
Federation of Wholesale Organ- 
isations. 


Grundy To Be N.S. Advertising Information 
Officer : Springett To B.D.M.A.A. 


A. CG. Crowch has been ap 
pointed manager of the. sales 


Daily ! 
general manager of the Overseas 
Daily Mail, 

* > 

R. W. Grundy, space buyer and 
account executive with 
eounat Service Ltd., has been 

inted advertising information 
er to the Newspaper Society, 
pen August 14, 

Before the war Mr. Grundy 
was assisiant to the publicit 
manager, Lewis's Ltd., Liv 
and afterwards worked in the 
media division of Saward, Baker 
& Co., before go to Nelson 
Advertising at hie i is amem-) 
ber of the Society of 
Members of the Advertising A 
sociation. 

* > 

Peter Scott, publicity and 
manager, Broadcast Relay ‘Sere 
vices Lid., has been a ted 

blicity manager, the g! 

lectric Co., in succession 
Joba Taffs, who has retired. 

. * * 

A. D. Marray, who for the last 
two years has been research man- 
ager with Young & Rubicam 
Lid., has joined Graham & Gillies 
Ltd. as market research manager. 

>. > > 

Otho : Brom- 
field, cditor of Chemist and 
Drugeist since 1940, and founder- 
editor of Chemist and Drug- 
gist Export Review, has tre 
signed owing to ill-health. He is 
succeeded as editor of Chemist 
and Druggist by Owen H. Waller. 

* * >. 

Charlies Wiseman, for 12 years 
art director of Townend-Smith 
Ltd., is rejoining Pictorial Publi- 
city Co., Ltd., in the same capa- 
city. Previously associated with 
Pictorial, Mr. Wiseman was 
earlier with G. S. Royds Ltd. and 
Charlies F. Higham Ltd. 

— * > 

Cc. H. Merton is leaving the 
Dowsett group of companies, 
Stamford, Lincs, where he has 
been chief assistant to G. A. T. 
Burdett, group advertising mana- 
ger. Mr. Merton is going on a 
business mission to Amsterdam. 
which will take about six months, 
and will then take up another ap- 
pointment. 

* * >. 

George Thomson, City editor 
of the Sunday Express, has been 
appointed City editor of The 
Recorder. 

* . * 

A. 1. Vinten has joined C. J. 
Lytle (Advertising) Ltd., as studio 
manager. He held a similar c~ 
tion with S. H. Benson Ltd. for 
20 years. 
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July 6, 1950 

CONVENTION COMMENTARY 

Wanted: Case Histories 
Of Advertising 


|: this issue are published the reports of the first two sessions 


of the Convention-in-Print organised by ADVERTISER'S 

WEEKLY as a contribution to current advertising thought in 
the absence this year of an official conference. 

At the first’ session there was genera! agreement that, whatever 
might be the attitude of the larger advertiser, the medium and 
smaller sized firm who advertised did not sufficiently appreciate 
that advertising pays, while among the potential advertisers there 
was an alarming and serious ignorance about the great benefits of 
this weapon of salesmanship. The problem, therefore, was what 
steps could and should be taken convincingly to set out the case 
for advertising and the part that it plays in a free economy. 

Out of the discussion on this point came a number of highly 
important suggestions for action. Two at least of these merit 
wide publicity. 

The first is that the editorial columns of the Press should do 
much more to present advertising’s case to future advertisers in 
particular, and the public as a whole. As one speaker said, “The 
Press, with its wealth and influence and with a little of its great 
ingenuity on the editorial side could, in a year or two, cornpletely 
change the outlook of the British public and businessmen towards 
advertising.”” In particular the view was expressed that the Press 
should publish case histories of successful advertising, and where 
such publication is held up because of timidity on the part of 
advertisers lest they should be giving away secrets of “know-how” 
to their competitors, an appeal was made for courage and broad- 
mindedness. Advertising is a three-party, not a two-party job, 
and successful advertisers “should do a bit of talking.” 

The second suggestion is that more publicity and propaganda 
work for advertising—using the word propaganda in its best 
sense—should be done by the independent advertising bodies 
now in existence. The [.1.P.A. might publish facts and figures on 
case-history lines. A central body might publish a booklet 
explaining to the uninitiated what advertising can achieve and 
how to go about advertising 

Constructive thinking of this kind marked not only this session, 
but all the other sessions, and in presenting these reports to our 
readers, we trust their perusal will not only provide a temporary 
interest but will lead to constructive action of a permanent nature. 


. . 
Battle School For Advertising 
HE Session on the 1951 Conference shows that those 
responsible for the Conference programme will have to 
reconcile two distinct points of view 
One regards the Conference as an opportunity for propaganda 
by advertising to the world without. This school of thought is 
keenly conscious of the war of ideas that divides human society. 
It therefore sees the Conference platform as a launching point 
for advocacy on behalf of the social and economic order in which 
it believes, and within which advertising, as we know it, functions 
and flourishes. It would urge the merits of private enterprise, of 
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freedom of trade, of Western civilisation; or, more narrowly, but 
with equal relevance, would put the case for advertising, either to 
manufacturers, as buyers, or to the public, as a counter to the 
hostility of certain political forces. 

The other has a less ambitious and simpler conception of 
purpose. [t looks for a rewarding exchange of ideas and informa- 
tion about advertising. The Conference -is “to teach us how to 
advertise better”. 

These viewpoints represent a difference of approach rather 
than a fundamental divergence. The first, taking advertising as 
a starting point, proceeds to plan its use as a means of propaganda 
for the concepts with which it is essentially identified. The second 
postulates that the primary concern of advertising is with itself: 
that it can best serve larger purposes by raising its own standards 
of performance. Thus they are complementary rather than oppo- 
site, and a synthesis shou!d not be hard to find 

Let it be agreed that the primary object of the Conference is an 
interchange of knowledge and experience on how advertising 
works. Let it also be agreed that because advertising does not 
work in a vacuum, its place in the social and economic structure 
cannot be ignored. From this it follows logically that because 


that structure—the structure of a free society—is menaced, it is 
also necessary to consider ways in which advertising can help 
defend it. 

The Conference, therefore, should be a battle school for 
advertising as a militant force in the war for a free world. 


co-ordination. But when the task 
is all but over, next May, and 
only the honour and glory of 
achievement remains, wil] come 
the annual meetings. The chair- 
men who have done the prepara- 
tory work, unless re-elected, wii! 
give place to-their successors. 
This, it is already being said, 
would be unfortunate, and per- 
haps rather unfair. The sugges- 
tion is therefore being mooted 


oy 
To-morrow’ 
iorrow s 

this issue, an advertisement 

desire to publicise 
COY IN 

ance of advertisers 
not the case in Canada. From 
brochure entitled C.D.N.A, Suc- 
ful Use of Daily Newspaper 
all displayed on double-page 
advertisements on the left. 
three from Great Britain—Austin 
tells how newspaper advertising 


AT THE OPENING session of our 
Convention-in-Print, reported in 
director said he found himself 
thwarted in his 
NOT SO 
successful advertis- 
ing by the reluct- 
CANADA 
to allow the facts 
to be published. Such is evidently 
the Canadian Daily Newspapers 
Association comes a handsome 
cess Stories, 1949, with a sub- 
title “Case Histories of Success- 
Advertising.” Contents comprise 
22 potted case histories, nearly 
spreads, with the story on the 
right and examples of newspaper 
Among the advertisers men- 
tioned, it is interesting to note 
Motor Co., Broadhurst Lee, Gor- 
man, Eckert & Co. Each story 
brought results. 
—_— —_— —_— 


CHAIRMEN OF publicity clubs, in 
most cases newly elected for the 
coming year, can look forward 


to a busy time, for the British 

club movement 
ALL THE plans to take a 

very prominent 
WORK BUT part indeed in the 
NO GLORY = 195! International 

Conference. On the 
chairmen will rest the responsi- 
bility of seeing that each club 
pulls its weight, and in some 
instances this will involve an 
onerous task of organisation and 


that for once the usual procedure 
might be modified, to allow the 
previous chairmen to remain in 
office, at least until after the Con- 
ference. The chairmen-elect could 
be closely associated with them, 
in the capacity of deputies, 
at any Conference functions. 


—_— —_— —- 
NOTHING aT the recent conference 
of the British Poster Advertising 
Association created greater in- 
terest than did the colour _— 

shown by Colone 
WORTH John Paver. One 
explained the 
A WIDER general function of 
SHOWING advertising in pre- 
sent-day life, the 
other, “Downtown America” 
showed examples of the sites of 
the General Advertising Co 
These films excited envy as well 
as admiration, for nothing like 
them appears to have been done 
in this country 
It would be well worth while. 
if possible, to borrow copies for 
a wider showing to advertising 
audiences here. And it would be 
better still if some enterprising 
British organisation or firm would 
sponsor similar films. 
ROUND TABLE 
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In homes where children 
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are raised with care and culture, 
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women who apply themselves in a 
practical fashion to child-welfare find 
‘ GOOD HOUSEKEEPING of inestimable 
wy value. And you will also find them applying 
eed their inherent good taste to purchasing 
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indulge because they have means 
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above the average to do so. 


os -- and for such women, there’s 
extra confidence in the fact that all 
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advertisements are guaranteed 


THE NATIONAL MAGAZINE CO. LTD * 28/30 GROSVENOR GARDENS * LONDON - 8.W.3 


eC 10 Jury 6, 1950 y" 
: ~*~ wn - Z 
a” 5 me + . owt e : 
A sidieees w Pp _ > 2 : potter 
Yet 3 yey # » < ere te. 8 
Fede ;° \ we tye ae!" So a a4 nero 2 . a f. ant “>, 
no” ten Fee cg” ° a SD cet i ek cn ee, as 2 
ca ee Sete t ay : aed ca 
»4 o Pe + x -a@ ~* ae a . wv 3. ah F 
Zz » i - | a . ct ¥ Pe oe be ‘ 
* Pp & : ¥ += “, v2 Ys ss 4 =< G & ey , 2 J- ae 
ae, gL OF Mth. Re er a 
ss - oe 5 Sct +. # 7 a 3 omy ' 
oS? he ~ Riner j “Fen ne’ > ae < 9S a 
oe UN ‘JA 2 
~ ¢* <a a 
‘ reat Oa 20! 4 & os : 
i “< + £.* 
f : 25 oe a le 
. — r . 
5 ; ee we F P 
e c es ¥ 
‘ + eefE ne , a, y é.- 
fe fs ee \ 27 * 
\ P. / x aeis ¥ >, sree pe, 2% : 
~p > Been “ae 
- . we or, 
: a . a 4 , 
| % ie 
es “pe for" . > 
" | g? 1, +e 
i “ A Bi 
= a - 
: & he ron 
; Ae :3 é 
. &§ 2” / » r~* ; 
+ ‘ ~ “te 
a . > 
7 § & 
; = ;. an : 
i % rh oe ie 
- » I nae 
j 
> 
i ; 
oe 
, £ 
iby ¢ 
= fy  PeesA « . ' 
: Fe | . = A 
* - ° -— bad ay 
3 ¢ > Wie ait p 7 
<é iS AL dali Sae ; 
By 2.2% ra ; ¥ ‘sa 
eS f : wo 4 
*, os oo rs , ae 
o Fee * a" DS : 
Fe ieee 3 | 
# ° < , ao 7 
é & 
§ Fae 
be \ * 
4 ee y 
if _ 7 4 
; 3 |g 
4 as § 
; x : aa 
. ¥ a % a £ -_ 
as b3 ee Pozi, ¥ Ps 
q 5 £ ' Ps 4 i ee: 
a 2: * ‘ “ x ~ an ei 
; ., 7) ae “J 
be <q . Fa PM “ ¢ Zz oust 
, » het” ile 2 rh. . “a 
; e ‘. vat’s, . gitrreny ‘ ra 
: : *. . nges ’ J ~4 P 3 
x FF 2. % ey), ‘ Ie § c x a 
| ! fn ; 3 > f Zi j,-3 tf is. 
4 2 - \ af 14 y : yw 4 < s ey s <i a 
: ms can 4 io ‘ , ay me oY i a << or. 
*, trials » a 8, BPN py De easily wacpser asics Bye re | mat oe 
Cree a *  ailaies rs, ‘ “: 
: a le re gt, y $ 3 wt : 
e ») . ‘ ~~ ~~ _—— > 
chi a ra ~? OR we ~ 2, at ry - : a : 
. TS "Win gatl™ . Pn 
} ae 
a" a 
“es —— - oan: 
ce a ee 
? = : ; ee oan a _ ree | Or 2 i | ae fev ie pa eg 
ei... > en i ME 2a ce Ka A IR a MI CO 2? 060lUlUS, ee 


Jury 6, 1950 


Agent, Advertisers 
and Media Experts 


HOW TO PREACH 
THE GOSPEL OF ADVERTISING 


HE Chairman, having welcomed” the 
speakers, said he hoped that they would 
not restrict the term “advertiser” to the 
big firms using the national Press, but 
consider the subject in relation to all 
classes of advertisers. He then posed the 
first question: 


Do advertisers sufficiently appreciate 
the value of advertising? 


Mr. L. W. Needham: In general terms 
I would say that advertisers are not wholly 
convinced of the value of advertising. Too 
many of our big spenders regard it as a 
necessary evil, while the smaller advertiser 
so often feels that he must keep to the 
same track and follow his big brother. It 
is a shocking thing to say at this stage in 
advertising, but I do feel that advertisers 
generally in this country are not sincerely 
convinced about it. 

Mr. R. S. Caplin: I find the words 
“necessary evil” very intriguing. It is a 
necessary evil that we must eat a certain 
number of meals a day to continue our 
existence. It is a necessary evil that we 
must do a certain amount of work in the 
course of our daily lives to provide the 
wherewithal for our pleasure. It is a 
necessary evil that you should see your 
doctor if you intend to keep well. The law 
is a necessary evil. I find nothing terribly 
wrong therefore in the phrase “necessary 
evil” applied to advertising. 

Reverting to the question, however, I 
think it can be answered very simply. The 
successful advertisers do appreciate what 
advertising can do. They do because they 
are successful, and they are successful 
because they do. But others regard ad- 
vertising, in the phrase Mr. Needham used, 
all too literally, as a necessary evil. They 
are advertising either because their com- 
petitors are, which is a bad reason for 
advertising, or because they feel they ought 
to have their name in the papers, which is 
an even worse one. The only valid reason 


A 


for advertising is because you have some- 
thing to sell which the public wants. In 
other words, the successful advertiser is the 
one who uses advertising because he realises 
that his business cannot carry on success- 
fully without it. 

Mr. Clifford Harrison: In the aggregate, 
advertisers do not sufficiently appreciate 
what advertising can do for them. * By 


practical experience can advertising be 
efficiently and economically. But advertisin 
them is by no means the whole process 
the marketing of goods. Adequate distri- 
bution and display of products, and, more 
important still, enough knowledge of the 
selling point at the point of purchase are 
“musts” in an efficient marketing operation. 
(Comtrmeed on mext page) 


e ROBERT S. CAPLIN,*A.I.P.A., 
Managing Director, R. S. Caplin Ltd. 


e G. J. FRESHWATER, 


Controller of Advertising, Electric and Musical Industries Ltd. 


e CLIFFORD J. HARRISON, 


Marketing Director, Horlicks Ltd. 


e Eric E. VAN LENNEP, 


Display Advertisement Manager, The Times. 


e LEsLiE W. NEEDHAM, 


Director of Advertising, Express Newspapers Ltd. 
Chairman: JOHN SIME, Editorial Director, Business Publications Lad. 


AND THE QUESTIONS 


advertisers I mean the top management of 
firms which advertise the goods or services 
they have for sale. In the case of consumer 
goods, the function of advertising is, first, 
to inform the public of the benefits that 
their possession or use will bestow, and 
secondly to stimulate the desire to possess 
or benefit to the point at which that desire 
is translated into purchase. Advertising 
has a further and an all important function 
to fulfil in the case of consumer goods 
which are quickly used—it has got to 
maintain the urge to repeat purchases. 
The function of advertising must be 
thoroughly understood by top management. 
A practical knowledge of this function is 
necessary. Only with the aid of that 


|. Do advertisers sufficiently appre- 
ciate what advertising can do 

(a) To help them maintain and 

increase sales. 

(b) To secure economies in pro- 

duction through increasing the 

demand for goods. 

(c) To encourage a general desire 

for a higher standard of living ? 
2. If the answer is in the negative, 
what can the advertising business 
do to increase understanding and 
appreciation of advertising? Whose 
responsibility is it to act? 
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The most important “must” is that top 
management should insist on all other 
marketing and merchandising efforts being 
completely integrated to the plan and 
purpose of the advertising. When this is 
done, the efforts of the sales department 
will meet those of the advertising plan at 
the point of purchase, and being com- 
pletely complementary will provide the 
circumstances in which the actual sale is 
most likely to be effected. Whenever top 
management has this sort of knowledge 
of the function of advertising, the advertiser 
really does appreciate advertising, but 
without that practical appraisal [ do not 
believe that it is sufficiently appreciated. 

Mr. Needham: Are we not approaching 
this question too quickly? When [ started 
the ball rolling I was only dealing with the 
question very generally. Do advertisers 
sufficiently appreciate what advertising can 
do? I referred to so many of them making 
the point of it being a necessary evil. [ do 
not withdraw the phrase. That is the 
attitude of mind. They do not sincerely 
believe in advertising. When a slump 
comes the first thing that top management 
do is to cut the advertising appropriation 
That is only because it is an excuse. If they 
really believed in advertising, and knew 
what it could do, obviously that would be 
the last thing they would cut and not the 
first. 

Mr. G. J. Freshwater: I think it is a 
pity to limit the question to “top manage- 
ment’, because the subsequent questions 
provide a field for helpful development. If 
you confine yourselves to this phrase “top 


management”, it will limit the scope 


Mr. Harrison: But surely that is where 
the responsibility lies? 


Eric E. Van Lennep— 


Everyone can act for the 
benefit of advertising .... 


Mr. Freshwater: Yes, if we are talking 
in terms of a handful of big industrialists. 
But let us forget that. We are talking, of 
course, of the people who hold the purse 
strings, but surely over the whole field of 
industry and not just the very big firms. 
There are three distinct classes to consider. 
First, the big advertisers, who are sold on 
the value of advertising—the sort of people 
from whom Mr. Needham and his associates 
draw their main revenue. Secondly, there 
are the great many manufacturing sources 
in this country which do not deal in 
branded names at all and which could 
provide a tremendous income for the Press 
and other media if something were done to 
develop their belief in advertising. Thirdly, 
we have got to think of the vast number of 
very small firms, the people who have an 
idea, or who are manufacturing something 
good, who are small people in a small 
town maybe, and who know nothing 
whatever about advertising and are com- 
pletely adrift on the whole subject. Very 
often they know nothing of the potentialities 
of the thing they are producing. So there 
are three distinct classes of advertisers. 


Six Ways To Put The Case For Advertising 
Everyone in the advertising business should be an advocate. 
It is a three-party job—for advertisers, media owners, agents. 


Successful advertisers should do a bit of talking. 


Responsi- 


bility rests on them to convince the unbelievers. 
Let the Press tell! the story—editorially—of the effectiveness 


of advertising. 


The agency—by doing its job properly—ean demonstrate that 


advertising pays. 


Let a central, independent body set up an advice bureau and 
publish a booklet on advertising for the benefit of the uniniti- 
ated, particularly the small man. 


Top management should thoroughly understand the function of 


advertising, or at least accept advice from someone who does. 


— en 


Clifford J. Harrison— 


Successful advertisers should 
do a bit of talking .... 


Someone has mentioned that some people 

and I assume that the big industrialists 
were in mind, the managing directors of 
the big concerns—regard advertising as a 
necessary evil and that the first thing they 
do in bad times is to start economising on 
the advertising. I do not believe that. It 
has become a customary quip among the 
financially minded industrialists to joke 
about advertising, but I believe that funda- 
mentally they know full well that the life 
blood of their businesses is advertising 
If, when the time for economy comes, they 
cut advertising first, their action is based 
on sound reasoning. [f you are 4 farmer 
with a limited amount of seed to sow, you 
choose your most fertile ground. You do 
not throw your seed on barren ground or 
on semi-fertile grevnd, such as the normal 
commercial market is when business is 
bad. Fundamentally, the reasoning is not 
wrong, and we do an injustice to the 
industrialists who do adjust their advertising 
pretty accurately in this highly competitive 
world. 


Mr. E. E. Van Lennep: [ entirely agree, 
but [ would point out that someone on the 
board has got a lot to do with cutting 
down. He may know nothing about the 
sales side at all, but if he can produce 
something spectacular by economising or 
cutting down- 


Mr. Harrison: My point is that there 
should be someone on that board in a 
position to argue, very definitely in favour 
if necessary, of continuance of a policy 
which is geared to expanding or, anyhow, 
maintaining the trade of a company. The 
financial director or financial advisor should 
be met by someone who can convince him 
and the other members of the board that 
his ca’ canny advice may be wrong. I do 
not say that the advice is wrong, but it may 
be. 


Mr. Caplin: May I answer this be 
about the financial director? If 


Pe 12 Jury 6, 1950 Yee 
Ws : 
: ; , : Jers "2 = 
P if ee 
: - > EK) z ie Ee) 
ns s ; : < (So : t 
. * a ete Aen ie 
7 a , oe ei 
‘ eS ae ' idee 3 oe fs 
J 14 oo i * Tae ~ oF «4 * “an , 
et a . ee ' : 
Re 
« 4 b “J 
; % 
j : < : h Tae 
r _ 
i ae 
‘el 4 
— = 
. . i Se 
ri = 
4 iy 
+ : 
y 4 
“s 
. z i * 
OES SATE Cs EI RE MO a 
: i 2 
q “a 
s aa 
‘ 4 
| SS ie i 
| _ 
id ais 
x a 
Bo 4 
ry Qo. | an oats wut ee coat te —— a . oe er ‘> _ ee — ae |: eo age 


Jury 6, 1950 


G. J. Freshwater— 


It's up to the Press to preach 
the gospel... . 


advertising agency does its job properly, 
the financial director is put in his proper 
place. I know one company which has a 
nominal capital of £100, yet it spent 
£20,000 in advertising in the course of one 
year and made £10,000 profit. With a 
capital of only £100, no financial director 
would have said it was possible. 

The simplest illustration is that provided 
by the successful mail order business. Mr. 
Tom Jones may come to me and say “I 
have an extremely good radio set which I 
want to sell by mail order.” We test the 
value of the set and discover that by an 
advertising expenditure of say £50 in a 
test medium, we can sell enough radio sets 
to make the advertisement pay. This 
means that the client has paid for the 
space, sold the radio sets and got his 
profit, before the advertising agency renders 
its account to him. If the client has any 
intelligence at all, the right thing to do, 
provided that he can control his production 
sufficiently, will be to extend that ad- 
vertisement appeal ad infinitum. That, in 

, is what the successful advertiser 


I come up against this financial director 
bogey again and again: as far as advertising 
is concerned, they are like people who are 
walking up a hill looking, not where they 
are going, but where they have been. 
Advertising is dealing not in past pictures 
but in future ones: it is concerned essenti- 
ally with what you can sell to-morrow, 
rather than with what you sold yesterday. 
The financial director, however, has his 
eyes glued on the picture he has of yester- 
day's sales—which is exactly what we are 
trying to get away from. 

Mr. Van Lennep: To the chartered 
accountant, figures are just figures. 

Mr. Harrison: That is why I say that 
among the top management of every com- 
pany which advertises there should be 
someone with a thorough knowledge of the 
functioning of advertising. He does not 


As a nation we are not 
wholly convinced ... . 


necessarily have to possess full technical 
knowledge of the creation of advertising. 
It is the knowledge of the functioning of 
advertising that I am talking about. 


Mr. Caplin: You should have the 
advertising agent represented on the 
board! 

Mr. Van Lennep: Financial directors 
are the people who support the necessary 
evil argument, because you might say it is 
a necessary evil to buy or that anything 
you buy is a necessary evil. 


Mr. Needham: To begin with I seemed 
in a minority. But now that one or two of 
you have pursued your arguments, it 
seems that you do agree with me. I have 
not gone into the question of the ad- 
vertising advisors, whether they be on the 
board or in the empy of top management. 
I am only saying that it is my experience 
that advertisers are not fully conscious of 
what advertising can do, and that goes for 
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Robert S. Caplin— 


We can play our part by 
doing our jobs correctly .... 


the financial director. 
accountant It goes for the one-ma 
business. He is not wholly convinced « 
the value of advertising and [ think that 
fundamental to our character in thi 
country. In other countries—-the U.S 
and Canada, for example—the man in ¢ 
street right up to the biggest industrialis 
believes in advertising, he talks advertisin 
in his ordinary conversation. On my la 
visit to the States [ remember well talkin 
to a very important businessman on @ 
golf course. He did some advertising, but 
I did not know to what extent. But this 
man, who had a couple of big cars and a 
great house in the country, referred to an 
advertisement he had seen in the paper that 
evening. He read the advertisement. Over 
here, unfortunately, the big businessman 
takes pride in the fact that he docs not 
read advertisements. 


Mr, Freshwater: I think it must be a 
long time since Mr. Needham worked 
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for an advertiser, or he would 
know that the moment one 
of his advertisements appears, 
or @ competitor's advertisement 
which is worth any comment st all, 
the advertising r will be 
called to account for this or that. 
I am convinced that the heads of 
all big businesses look through 
their papers and read advertise- 


At least, 
consciously. The best advertising 
in this country is that which is 
created with an understanding of a 
basic attitude which is peculiarly 
English: we like to feel (quite 
erroneously, of course) that we are 
not persuaded in our buying de- 
cisions by what we read, but rather 
that we were born with the know- 
ledge that certain products are 
good. In America, they consciously 
read advertisements. If there was a 
band parade down Fifth Avenue 
for an advertised product, a lot of 

»ple would join up behind the 
Pand wagon. In this country, they 
would d into a doorway ; and | 
approve of their reasons for doing 
so, We do not like to feel we have 
been persuaded or dragooned into 
doing things, but that we have, of 
our own free will, decided on ovr 
course of action. 


advertiser. 


That's why such an apparently 
simple slogan as “ Players, Please” 
is the finest slogan for us: its 
quiet reiteration has done a 
magnificent job of work for 
Players’ cigarettes. It may: be a 
cliché that we do not read ad- 
vertisements, but like all clichés, it 
contains truth and long may it 
continue to do so, provided that 
the advertisements which we don't 
read continue to leave us with the 
impression that we were born with 
a knowledge of the quality of the 
product advertised. 

Mr. Harrison: I think the 
cliché is wrong, I am convinced, 
on the evidence we have about 
certain advertisers, that if the 
advertisement is well presented, it 
is read by the reading public—that 
is, by consumers. 

Mr. ! 


r I stick to my 
argument. Mr. Freshwater says 
that if a competitor uses an 


advertisement, he is immediately 
informed and certain points are 
raised in high circles, but that is 
not my point. Of course it is the 
job of that man to see what the 
other people are doing and how 
they are doing it, but that does not 
fundamentally mean that he be- 
lieves in advertising. That is the 
point, as I see it. He may be 
very conscious of the advertising 
of radio sets by a competitor, but 


Head Offic 
MAIDSTONE 


H.R. PRATT BOORMAN 


London 
80 FLEET STREET 


ARTHUR CLAY 


Do the English read advertisements? Yes, if they are well presented, says the 
No, not consciously, contends the agent. 


has he seen Mr. Swallow advertising 
a mackintosh for “X" pounds? I 
would say that if he had noticed it, 
he did not make a note of it and 
that he was not sufficiently inter- 
ested to read advertisements on 
that particular level when they 
affected him personally and not his 
business. Therefore he does not 
believe consciously in the news 
value of advertising. 


Mr. Freshwater: I have worked 
for quite a number of managing 
directors in my time and as a 
general rule they have been an 
inspiration to me because they 
have passed on to me from time to 
time, with helpful comment, not 
only our immediately competitive 
advertisements, but good acdvertis- 
ing in other fields. I know from 
long experience that when the 
head of a business looks through 
his newspaper he looks through the 
advertisements as a whole. 


Mr. Harrison: There is a dual 
capacity there—there is the indi- 
vidual as a managing director and 
the individual as a consumer. The 
managing director may read the 
advertising in his particular field. 
Is he influenced by the advertising 
aS a consumer? 

Mr. Freshwater: Most certainly 
he is. If he is any managing 
director at all, he knows from his 
Own experience that money is only 
spent on advertising if there is a 
good product to advertise. There- 
fore he will attach value to it. 

Mr. Caplin: Surely the ad- 
vertising picture is this. You 
cannot ensure national! distribution 
for products in to-day’s conditions 
unless you are advertising nation- 
ally. Whether this hypothetical 
M@dividual, the managing director, 
who is ultimately also a consumer, 
reads advertisements or not, he 
may find himself offered only those 
products which are advertised, 
because his chemist, for example, 
will not stock them unless they are. 
Or consider the radio retailer. He, 
too, is increasingly finding himself 
in the position where the only lines 
he can stock with the certainty of 
selling them are the nationally 
advertised products. The consumer, 
therefore, may ultimately be offered 
only a choice of advertised pro- 


| ducts. 


Mr. Needham: One fina! point. 
Mr. Caplin, as an advertising agent, 
says that because of the character- 
istics of the British public, he does 
his advertising in a particular way. 
That is right and proper. That is 
his job. But it does not answer the 
fundamental question which was 
asked originally: do advertisers 
sufficiently appreciate what ad- 
vertising can do? | say that we are 
not a nation wholly convinced of 
the power of advertising, but there 
are those in the advertising business 

and God bless them for it! 
who take that into account, and 
they subtly and cleverly deal with 
that situation. Consequently, they 
do get good results, in spite of these 
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difficulties. But what we have got 
to do are certain things .. . 
Mr. Harrison: Who is “we? 


neatly to the next question: 


What can be done to increase 
understanding and appreciation of 
advertising? 


Mr. Harrison: I have already 
indicated the necessity for really 
informed opinion at top level. 

Mr. Freshwater: I am sorry 
that you are passing on to another 
question on the assumption that 
there has been some definite 
affirmative or negative on the first. 
Is there an answer to that? 

Mr. Caplin: The only answer is 
“Yes and no”. 

Mr. Freshwater: So far as large 
advertisers are concerned working 
in competitive 
fields, 1 think 
you have got 4 
definite answer. 
But you. still 
have a vast field 
of potential ad- 
vertisers and 
little people, 
any of whom 
may have a gem 
in the way of a product. They are 
the people wha do not know 
enough about advertising and who 
Ought to be encouraged. 

Mr. Caplin: I repeat that those 
who are successful do appreciate 
advertising. Those who have yet 
to be successful do not. 

Mr. Van Lennep: From the 
opinions already expressed, I will 
definitely say that national ad- 
vertisers and advertisers who are 
really progressive fully recognise 
the value of advertising. In Great 
Britain we go slowly but subtly, 
and I am absolutely convinced that 
industrial advertisers to-day are 20 
years ahead of what they were 
five years ago. (Hear, hear.) They 
no longer think of it as a necessary 
evil and where they spent £500 a 
year at one time they now spend 
£50,000. They ring us up because 
of shortage of space and the people 
who once talked of a necessary 
evil demand to know when we can 
give them more than one insertion 
a month. 

The Chairman: What about 
those who do not? Whose res- 
ponsibility is it to convince them 
about advertising? 

Mr. Harrison: This question 
tends to show a continuing belief 
that there are two and not three 
parties to the advertising business— 
the advertising agent and the media 
owner. I think advertising is a 
three-legged stool. Two legs are 
carved to symbolise the advertising 
agents and the media owners. The 
third leg is the image and likeness 
of the advertiser. As in the case of 
any three-legged stool, when only 
two legs seem to be functioning, 
the stool as a whole does not work 


(Turn to page 18) 


The Role 
of the 
Advertiser 


% ; or 
4 PCC PS 
; 14 
‘3 ; 
4 ‘ 
G4 / 
—— r. Ne : ne advertising “ 3 
; business * 
> The Chairman: This brings us _ 
¥ ee , 
7 ments. bs 
“, Mr. Caplin: No. In this country hae 
: we do not “read advertisements”’. _ 
«a oe 
a 
ae 
ae 
Ps a, 
as ‘ — — ag s 
a 
fe 
a po 
| : | Si o ; 
a 4% 
* : 
a ; 
Dy 
: Cl 
s 
4 | P| 
a 
| | ————— | 
-_ S 
TNE = s 


a 
i 


Jury 6, 1950 


ADVERTISER'S WEEKLY 


Getting from 
place... 


ye £ fk gf Re ne 


he can’t dodge 


the impact of pues . 
unified Transportation Advertising 


Whether he’s got to travel up to an important board 
meeting or just takes a journey for pleasure, a well- 
planned advertising campaign on the properties and 
vehicles of the British Transport Commission will be 
bound to catch his eye and make its impression. And 
advertisers can now be assured of proper co-ordination 


— . oth oe 


on whatever type of campaign they may plan. Unified 
Transportation Advertising may now be regarded as 
a medium in itself, justifiably warranting regular 
inclusion in national and local selling schemes. En- 
quiries for space controlled by the Commission should 
be addressed to: 


COMMERCIAL ADVERTISEMENT OFFICER 
BRITISH TRANSPORT COMMISSION 


CRANBOURN CHAMBERS, LEICESTER SQUARE STATION LONDON, W.C.3. TELEPHONE: TEMPLE BAR 3490 
SCOTTISH OFFICE: 7 CASTLE TERRACE, EDINBURGH TELEPHONE: EDINBURGH 31021-2 
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EAGLE 


has a guaranteed 


net sale 


of more than 


50,00 


copies weekly 


HULTON PRESS LTD., 43/44 SHOE LANE, E.C.4 CENTRAL 7400 
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EAGLE 


has a guaranteed 


net sale 


of more than 


730,000 


copies weekly 


HULTON PRESS LTD., 43/44 SHOE LANE, B.C.4 CENTRAL 7400 


SE ee 7. ‘ae ee Se Oe soe) ee 7) i. + 7 a) 
= r 
: ca | 
| 
<a , e 
“ial 
. i 
s ar 
i. | 
re ees) 
4 _ 
; aa 
ee ry 
Pe 
E J 
a as 
a UF 
SY . 
is. ¥ ‘ i= 
pee > _ 
4 > 4 a 
ae — hod 7 “o 
; <= - as +? oe" 
a > — 
GS q 
ig aa 
H bi z 
ie 
_ 
r is 
; i 
i , 
f i 
ie . po . 
. 7 as 
eS 
§ yy) 
a ie 
i ? 
j 
“ J & i i i 
4 = 
i ? a 
a | 3 
oe | ie 
, 
\f 
4 : 
. 
e i 
‘+. 
ip - 
, ee ' 
. Bn 
any i 
: i 
-§ 
‘ 5 
* 
= Po ey 
; 
A 
jie 
F aa 
P *} 
(3 
a ‘ 
ie = 
4! 
e A: 
4 Be 
=e > % 
me ‘si 
se” A 
, 4 ee 
ame (a et ee aR A eal Pahl el . y. : 
ele See as oe fe . ie : i P : car, 2 
r eae. ee = ie ert oh ee ecm es . ‘ i ee c " cee “eg 
ee ef ce ey ey ee ee 4? oR ae 


a a 
‘a 
‘| 


ADVERTISER'S WEEKLY 


NUHA 


COAL AND COKE 

IRON AND STEEL 
MACHINES AND SHIPS 
FARMS AND CATTLE 


Tracx WITH COLLIERIES AND GREAT IRONWORKS, 
the wealthy Durham area offers boundless opportuni- 
ties to advertisers. Everywhere the story is one of 
record outputs, high wages—high spending power. The 
Durham County Advertiser series provides first-rate 
coverage right through this great coal and iron centre, 
with its 230,000 families. 


DURHAM COUNTY 
ADVERTISER SERIES 


(NET SALE 57,604 A.B.C.) 


ERNEST LUMSDON.: London Advertisement Director 
WESTMINSTER PRESS 


PROVINCIAL NEWSPAPERS LTD. 
167-170 PLEET STREET, LONDON, E.C.4 Tel: CENtral 3265 


leeds Office Manchester Office : 
Russell Chambers, Merrion Street, Midland Bank House, 16 Cross St. 
LEDS 2. Tel Leeds 24996 | MANCHESTER 2 Tel: Blackfriars 3930 
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\ al “We are all in the business. . . . 


Whee 


If we believe in something and 
know it is good, we musi tell 


very well. With the advertising 
stool, the advertising agents and 
media owners are absolutely de- 
pendent on the advertiser But 
when the advertising business is 
talked about, as in this question, 
this advertising stool is all too 
often viewed from the angle which 
presents two legs in front and one 
behind. : 

I suggest there would be merit in 
viewing the stool from the reverse 
angle, by giving pride of place to 
the leg carved with the image and 
likeness of the advertiser and 
putting it in the forefront for a 
change, and representing the sym- 
bols carved on the other two legs 
as being conscious of their de- 
pendence on the front leg and of 
being desirous of co-operation with 
the front leg. 

Mr. Caplin: It sounds rather 
Freudian to me! 

Mr. Harrison: There are many 
ways open to media owners 
advertising agents in which to co- 
operate with the advertiser, and 


| all such efforts should be dedicated 


to the purpose of making advertis- 
ing pay better dividends to the man 
who pays for it. The whole 
business will profit in ratio to the 
profit arising from the advertise- 
ment. It is a three-party job, not 
a two-party affair. Successful 
advertisers should do a bit of 
talking, and it should not rest on 
the other two parties to take the 
full burden of persuasion. 

Mr. Caplin: I do not believe it 
is our job, or my job, or Mr. 
Needham’s, to do any persuading 
at all It is entirely wrong to 
persuade a person to advertise. 

Mr. Harrison: You mean they 
see for themselves and follow the 
example of successful men? 

Mr. Caplin: They must come 
along aware of the need to ad- 


Mr. Needham: I do not agree. 
That is my function in life! If 
we believe in a gospel we must 
preach it at every possible op- 
portunity. If we believe in some- 
thing and we know it is good, we 
must tell everyone 

Mr. Harrison: From you, Mr. 
Needham, that is a partisan view. 
You make your money out of it. 

Mr. Needham: We are ail in the 
business. 

Mr. Caplin: Does the lawyer 
preach the law? 

Mr. Needham: The lawyer will, 
at every opportunity, answer the 
criticisms that may be levelled at 
him and he will at every oppor- 
tunity, if he is a good lawyer, 
expound the virtue and fairness of 
the law, in the same way that the 
doctor will do precisely the same 
thing. He will say “If you want to 
be cured, come and see me.” 

Mr. Caplin: Wil! he? 

Mr. Needham: Yes. He will not 
take a whole page in the Daily 
Express, 1 grant you. It might be 


everyone.” 


better if he could. But he would 
take every opportunityjof spreading 
the gospel and on that basis, if we 
in the advertising business believe 
in advertising—and obviously we 
must—every one of us must play 
his part. 

Mr. Caplin: We can play our 
part by doing our jobs correctly. 
The answer to the question is: 
Make advertising more successful 
for advertisers. 

The Chairman: The Press fre- 
quently talks about the fairness of 
British law. Medical success 
stories are always “news”. But 
how often does the Press publish 
an article on the importance of 
advertising? 

Mr. Needham: Thank goodness 
we are getting to that point. I 
think there is greater understanding 


NEXT WEEK 


SESSION No. 3 
What more can the 
Press do to help 
advertisers? 

SESSION No. 4 
Advertising asa 
public relations 
weapon. 


among our editorial colleagues on 
the appreciation of advertising. 
Success stories are news and they 
do not hesitate to tell them. There 
was a time—in my time, too— 
when the position was not like that. 
In fact, anything which appertained 
to advertisement was immediately 
taboo or suspect. 

Mr. Caplin: The Lipton sfories 
published in the Sunday Express 
h#ve caused a number of clients in 
my own business to look at 
advertising again. The recapitu- 
lation of Lipton’s profound belief 
in advertising has re-enthused them. 
Mr. Needham has answered the 
question. The Press can help by 
factually recounting, with chapter 
and verse, the success of organisa- 
tions which ultimately owe their 
success to one factor—an apprecia- 
tion of the value of advertising. 

Mr. Harrison: The enlightened 
view Mr. Needham expresses is one 
which should be seriously con- 
sidered in the highest places in 
Fleet Street. 

Mr. Freshwater: I am a little 
afraid of the way we tend to skim 
over these things. We ask: What 
can the advertising business do to 
increase the understanding of ad- 
vertising? Here again we seem to 
assume that we are talking of a 
handful of big advertisers. So far 
as the big advertiser is concerned, 
we have got to admit that ad- 
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LVERPOOL® 


EXPRESS « 


The Paper with the Second Largest Provincial Evening 


HEAD OFFICE WOOLY 


REPRESENTED IN LONDON BY C. P. R. CRANE, 44-45 FLEET STREET, E.C.4 


The two associated newspapers of 
the Express & Star perform valuable 
service in their respective ways. On 
Saturday nights during the football 
season over 130,000 people buy 
copies of the Sporting Star. It 
succeeds in satisfying the most 
ardent football enthusiasts through 
out the Black Country and Shrop- 
shire for whom Saturday nights 
would be otherwise incomplete. 

The Wolverhampton Chronicle is a 
weekly newspaper which caters for 
the family circle. Semi-pictorial in 
character, it deals competently and 
comprehensively with all the news of 
Wolverhampton and the immediate 
districts. ts sales average over 
30,000 copies a week. 

Both papers, incidentally, are 
popular and successful advertising 
mediums. Specimen copies and rates 
will be forwarded with pleasure, 
upon application. 


STAR 


Sale South of Sheffield 


ERHAMPTON 


TELEPHONE CENTRAL 6820 
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“With its great wealth, influence and editorial ingenuity, the Press could 
completely change the British outlook towards advertising.” 


vertising tends to be a sort of 
stock joke—-I do not say a serious 
joke-—particularly among the ac- 
countants of big firms who influence 
expenditure. They like to regard 
advertising as their pet gibe and it 
is also unfortunately a pet target 
for the intellectual snob. It is a 
ft pity that it is so, and I cannot 
help feeling that we have got to 
= that all back on the plate of the 
ess. No one has held advertising 
in greater contempt than the 
editorial! staffs of some of our great 
newspapers, men whose bread and 
butter has really come from ad- 
vertising. That is a tragic fact. 
We accept Mr. Needham's state- 
ment that there is a certain change 
in that respect. I am convinced 
that the Press, with its wealth and 
influence and with a little of its 
great ingenuity on the editorial side, 
could, in a year or two, completely 
change the outlook of the British 
public and businessmen towards 
advertising. 

When we go beyond that, why 
do not the Press do more in en- 
couraging branding? Branding is 
at the very basis of advertising 
because from the advertising of 
branded products people know 
that they are buying things with 
some sort of guarantee Many 
firms who produce unbranded 


NATIONAL 


$6 60 STRAND - 


LONDON 


goods do not really know what are 
the advantages of branding and 
how they can enjoy those ad- 
vantages of branding and how they 
can enjoy those advantages by 
economical means That is the 
sort of constructive work that can 
be done-—to get hold of more 
manufacturers in this country and 
sell them the idea of brandifig 

Finally, who does anything for 
the small man? I myself know of 
half a dozen small outfits just 
struggling into business and trying 
to find their way. They do not 
know how to go about advertising 
and nobody looks after those 
people. No one goes to them in a 
disinterested way and says “We 
can show you how to go about 
advertising economically without 
breaking yourselves.” 

Mr. Harrison: Mr. Freshwater 
has given the meat of this whole 
session. He has given an extra- 
ordinarily good text for a whole 
series of addresses in high places in 
Fleet Street 

Mr. Caplin: { do not entirely 
agree with Mr. Freshwater. This 
morning | was visited by the third 
and fourth generation of a firm in 
the shoe industry. They had not 


done any advertising at all in the 
last 9O years and until now have 
managed quite well without it, but 
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they came up to talk about quite a 
small advertising appropriation as 
they felt they must advertise now. 
It is a small amount, yet it is a 
beginning. My point here is that 
they came to see me on their own 
iniuative. The small men must 
move of their own accord. 


Mr. Van Lennep: Surely the 
little man who has not got the 


Sense to make an approach is not a 


good proposition? If the small 
man has not got enough brains to 
find out for himself— 


Mr. Caplin: The tota! figure that 
this man mentioned was only 
£1,000; but one fine day he will, 
I think—-because the set-up is 
magnificent-——be a large advertiser: 
say, in five years from now. But 
that will happen only because we 
shall have demonstrated to him 
that advertising pays 

Mr. Freshwater: | still think that 
every small business in this country 
should receive a booklet from one 
of our many associations which says 
that at some time in that firm's 
career, advertising can do some- 
thing for it. They should be told 
“You can come here and learn all 
about it. You have only got to ask 
for advice. We have no axe to 
grind. We gre neither agents nor 
publishers.” 


. 
owenrey CAMERA 
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Mr. Rant (Editor, ApverTiser’s 
Weex.y): Could not the LLP.A., 
undertake publicity of the kind 
suggested? 

Mr. Caplin: The Institute is 
primarily concerned with develop- 
ing within the advertising business 
a 100 per cent appreciation of the 
need for certain standards of 
practice and service for the benefit 
alike of the advertising agency, its 
staff ang its clients. It is doing a 
fine job of work, quietly but solidly. 
Eventually the Institute will speak 
with one voice for all advertising 
agencies. 

Mr. Harrison: Yes, for ad- 
vertising agencies. But on behalf of 
“advertising” I submit that it is for 
someone standing on top of the 
advertising stool to do the job. 


Mr. Needham: Everyone in the 
advertising business should be an 
advertising advocate. We on the 
media side do try, but we come up 
against the most terrifying obstacles. 
Recently | wanted to produce 
evidence of the success of my hard 
cases. I wanted to be factual, 
dramatic. Could I get the in- 
formation? No. There was not 
that spirit of understanding, the 
broadmindedness about it The 
advertisers*were so frightened that 
their competitors might learn some- 


The map shows the principal 
towns of England and Wales. 
These are the towns with the 


SITES 


TELEPHONE: 


populations of 50,000 or more, 
and in every one of them we have 
a display of outstanding Solus 
Sites. A Solus Site, by virtue of 
its solitary status, will always give 
the fullest value to your message. 
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Doctors, lawyers, managing directors — people 


with money and people with taste —they are the people 


who read The Listener. That’s why the Rover car is 


ts oh 
’ advertised in The Listener. That’s why, if you manu- 

ig facture products appealing to members of this class, you 

a should advertise in The Listener; 150,000 readers will e 

a see your advertisement. ' 
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‘Advertisement Department, B.B.C. Publications, Broadcasting House, Portland Place, London, Wd 
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You can reach these 

Export Markets with the 

International Editions of 


The Reader’s Digest 


PROVED READERSHIP IN LOCAL LANGUAGES 


He International editions of The Reader's Digest offer the 
following advantages to the export advertiser for primary local 
coverage of important markets abroad : 


1 NATION-WIDE CIRCULATION. Sales are in most areas the largest 
for this class of publication. The Reader's Digest is nationally 
accepted everywhere. 


2 HIGH PASS-ON READERSHIP. Figures based on surveys give 
between 3.4 and 5.9 readers per copy. So total average sales of over 
6,000,000 give nearly 27,000,000 actual readers (U.S.A. excluded) 


3 READERS, NOT GLANCERS. An individual editorial approach has 
built up this amazing circulation on reading matter, Advertising 
receives the same leisured attention. 


PEOPLE WITH MONEY TO SPEND. Readership includes a high 
proportion of better-off, better-educated people in metropolitan and 
rural trading areas—customers with money to spend 


$ LOCAL LANGUAGE. Each edition is published in the language 
spoken locally. Your advertising is expertly translated at no extra 
cost. 


6 BOOK SPACE IN LONDON. You can book space in any or all of the 
International editions from London !nvo.ces are rendered in sterling. 


- 


Scandinavia 
(Dens sh} 215,000 
wah) 


100,000 
ae N 5150 
: c { Swedish) 220,000 


Spanish America 
(Spanieh) 900 GOO 


Figures are avorage monthly met sales guaranteed to advertisers for 1950. 
Circulation is in most cases stil! rising rapidly. 


The Secret of a Unique Publishing Success 


The Reader's Digest, first launched 
in 1922, was the original ‘digest’ 

the first magazine to condense 
into handy pocket form the best of 
current books, articles, and stores 
Today, the American edition alone 


International editions bring the 
total up to over 15,000,000! All 
International editions of The 
Reader's Digest now carry adver- 
using; and space almost always 
costs less than in other lab 
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“Let some central, 
body issue a booklet of advice 
to all potential advertisers.” 


~ aaamata they had been success- 


Mr. Caplin: If | am working for 
a client I insist on knowing a lot 
of things about his business to 
start with, and I learn a lot more 
as I go on. Whatever facts I get in 


| the course of handling his business, 
| 1 get because my client knows | 


| will regard them as confidential. 


If a solicitor to whom you had 
entrusted confidentia! details were 
to broadcast the case history, with 
an easy method of identification 
(such as is provided by an ad- 
vertising agency's published list of 
clients) you could have po confi- 
dence in that man. 

Mr. Needham: Until we have 
got a spirit of broadmindedness we 
are not going to make progress. I 
hear some very dramatic stories 
from time to time but (a) they are 
usually confidential or (5), by the 


| time that the advertiser has finished 
| with the proposition it has lost all 


its glamour and drama. Here is an 
example of what can be done by 
advertising: An advertisement ap- 
peared for a branded product. It 
was dramatic advertising, showing 
the product and, in the background, 
the dirty unappetising picture of a 
non-branded article. Not only was 
the advertising successful, but the 
non-branded product had to be 
improved in quality to be even im 
competition, That is something 
that advertising can do and those 
are the stories which shoula be 
told and told and told. If we are 
not careful we are going to be too 
professional. There is great 
controversy on this point, as to 
whether advertising is a profession 
or a business, and though in the 
past I liked to think that advertising 
was a profession, | am inclined now 
to the feeling that it is essentially a 
business, because professionalism 
curbs one’s initiative 

Mr. Caplin: One's attitude. 

Mr. Needham: And one’s actions. 
Therefore, let us all, media, agents 
and advertisers, go into this question 
of expounding the gospel of 
advertising and then everybody will 
have a better deal 

Mr. Harrison: 


I agree. It be- 


| hoves those of us who have evi- 


dence to consider its publication 
Mr. Freshwater: Mr. Needham 
has referred to a booklet he was 
getting out, showing the effective- 
ness of advertising. I have in mind 
something completely different, 


| something at purely an editorial 


| ~ the street and, 


level, something perhaps dealt with 
in the editorial columns by eco- 
nomic authorities and similar 

le, to try to convince the man 
incidentally, the 


sells over 9,000,000 and the 2! publications 


For further particulars, apply to The Advertisement Department 


The Reader's Digest 


PREMIER HOUSE, HATTON GARDEN, LONDON E.CI 
Tel: Holborn 8601. Telegrams Readigest, London 


businessman on the social service 
rformed by good advertising. 
We should really convince them 
that advertising is a vital factor in 
our national life. This sort of 
thing is not being done by the 
Press, who have so much to gain 
from advertising and who pre- 


sumably believe in advertising. It 
should appear in the editorial 
columns, not attached to any- 
body's propaganda. Advertising 
does do something nationally. 
Well, let us get that idea over. 
Anyone in Mr. Needham's position 
is suspect. If he sends me a 
booklet I know what he is after. 

Mr. : I should not like 
Mr. Freshwater to leave here in a 
state of apprehension. I have 
mentioned one instance. I can 
mention others, and that brings me 
back to the same point. Broad- 
mindedness is what we require in 
this business; yet, when we on 
occasions try to get information for 
the benefit of our readers to publish 
in the newspaper, everything that is 
real news is taken out of it. 

Mr. Caplin: The Institute is 
probably the right body to provide 
such information. 

Mr. Freshwater: Look at the 
time and effort the advertising 
organisations are putting into 
bringing up new armies of ad- 
vertising technicians. What are 
they doing to educate the smaller 
businessman in efficient advertising 
as a contributory factor to success- 
ful trading, so that all these 
technicians will be employed? 

Mr. Van L : A man should 
be enterprising enough to find out 
for himself. 

Mr. Freshwater: It is usually the 
man with somethi 


Teally good 
who has not got the faintest idea of 7 


merchandising. 

Mr. Caplin: But he should 
know enough to get in touch with 
someone who can help him. 

Mr. Harrison: The trouble is 
that the advertising agent is 
slightly suspect. So is the media 
owner. Does not some responsibility 
rest on those of us who have been 
successful as advertisers? 

Mr. Van Lennep: Suppose we 
are cynical and think there are 
people who are suspect, now is the 
time when everyone can be frank 
and act for the benefit of advertising. 

Mr. Freshwater: There is room 
for a bureau to be set up within, 
say, the Advertising Association, 
since we do not want additional 
bodies, to which the makers of 
non-branded products andthe 
small manufacturers can be invited 
to apply without the slightest 
obligation, so that ther can learn 
something of what advertising can 
achieve, and of how to go about 
advertising. I should like to see a 
pamphiet—from some central body 

to all future potential advertisers 
which would say “At some stage 
in your development you may be 
interested in advertising, etc., etc.” 

Mr. Caplin: | agree that some 
entirely independent body should 
speak, by whom it should be made 
known, through the media, that 
manufacturers can apply to them 
for information on advertising. 


END OF SESSION No. | 
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The MECHANISED 


SILK SCREEN 
nr ip COLOUR PRINTERS 


MACHINES 


Here are four ofour new Automatic Silk Screen Printing © We maintain a permanent exhibition of our Products 
Machines—all installed within a year toenableustodeal at our Headquarters at 88 Acre Lane, Brixton, and 
speedily with our expanding business as manufacturers we are always pleased to arrange a visit to our works 
of Point-of-Sale Display Material. Our two new fac- _— by appointment. 

tories are geared-up to enable us to deal with mass- We can give you intelligent co-operation and a service 
production orders for Sales-Aids, Posters, Showcards, | which is “second tonone’’ in the trade for real efficiency 
Catalogue Covers and Window Displays. and reliability. 
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Campaign Preview 


@ Approximately one-seventeenth of the 


Fi population of the United Kingdom lives within the 
Y highly prosperous West Yorkshire zone, principal 
4 circulation area of “THE YORKSHIRE POST” and 
J “THE YORKSHIRE EVENING POST.” 

@ This complete cross-section of the nation 
b is the perfect trial-ground for advertisers who wish 
ad to gauge the results likely to be obtainable from 
a a country-wide campaign. 


@ Market reaction can be tested simply, 

4 quickly and economically by means of preliminary : 
advertising in the West Yorkshire area through the 

medium of these two influential newspapers. 


ILLUSTRATED BROCHURE 
ON APPLICATION 


THE YORKSHIRE POST 


and the 


YORKSHIRE EVENING POST 


Members A.B.C. 


THE YORKSHIRE CONSERVATIVE NEWSPAPER CO LTD LEEDS 1 TEL. 32701 


LONDON OFFICE: 171, FLEET STREET EC4 TELEPHONE ENTRAL 9693 
MANCHESTER OFFICE: 5, CROSS STREET TELEPHONE BLACKFRIARS 0867 
BRADFORD OFFICE BROADWAY HOUSE TELEPHONE 21571 


DONCASTER OFFICE: SCOT LANE. TELEPHONE: 4001 
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Nels 


Twe schools of thought are 
evident. One contends that the 
Conference should have an 
overriding objective, such as 
the promotion of private en- 
terprise; the other that its 
primary purpose is an inter- 
national exchange of adver- 
tising information. 


*» 
ix ; Rad 9 


The Chairman: We have a 
panel to-day that is very well 
constituted to discuss an inter- 
national conference, for we 
have Mr. Masius and Mr. 
Stansbury, who are American, 
Mr. Barton from South Africa, 
and Mr. Husband from Aus- 
tralia, as well as the rest of us 
who are English. 

This Conference in 1951, as I 
see it, provides a very great 
opportunity, but the question 
is, an opportunity for what? I 
should like to remind you of its 
objectives as defined by Lord 
Mackintosh at the Advertising 
Association luncheon. These 
were three: “First, to restore 
our own confidence in ad- 
vertising; secondly to restore 
confidence in advertismg in the 
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minds of the public; and 
thirdly, to help the Festival of 
Britain to draw many visitors 
and dollars from overseas.” It 
would be of interest to know 
your views on those three points 
and on how they could be 
elaborated. 

This falls within the scope of 
our first question, which is: 

How can we define the 
objective of the Conference? 

What is it that makes the 

effort and expense of organising 

it worth while? 

Mr. L. M. Masius: May I 
kick off by objecting strongly to 
Lord Mackintosh’s use of the 
word “gestore?” In what way 
has advertising felt that it needs 
to go through a restoration 
period? I do not think that 
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THE QUESTIONS 


1. How can we define the 
objective of the Conference? 
What is it that makes the effort 
and expense of organising it 
worth while ? 

2. What should be the major 
themes of the Conference and 
to what extent, if any, should 
it be used as a means of propa- 
ganda for Britain and the 
British way of life ? 

3. Should the business pro- 
gramine be confined to a limited 
number of major sessions, or 
should there be separate sessions 
for every section of the adver- 
tising business and auxiliary 
trades ? ‘ 

4. To what extent should the 
Conference be regarded as an 
opportunity to obtain publicity 
for advertising as such? Should 
the sessions be planned, there- 
fore, with an eye to Press 
publicity ? 


A GREAT OPPORTUNITY — FOR WHAT ? 


The chairman calls on George Warden 


advertising should be asked by 
Lord Mackintosh to proceed 
from the basis of an apology 
We have nothing to apologise 
for. I feel very strongly that the 
theme and everything involved 
in the approach to this Confer- 
ence should be allied to Western 
Europe—the United Nations or 
whatever it comes out to be 
and that advertjsing as a busi- 
ness (because I never claim any 
professional qualities for it) 
should be proud to say that it 
practises a business which allows 
freedom of choice 

Mr. Harold Stansbury: Who 
says the public has lost confi- 
dence in advertising and who 
says we have lost confidence in 
it? Advertising, as I see it, is 
the handmaiden of private enter- 
prise and, whether you agree 
with private enterprise or not, 
it is no more reprehensible than 
any other instrument of selling. 
Does the chap who calls on the 
grocer feel ashamed to be 
calling on the grocer ? 

Mr. J. B. Nicholas: There 
has been a very sustained attack 
on private enterprise by political 
forces. Private enterprise at 
present is rather in retreat and 


possibly what Lord Mackintosh 
had in mind was that we wanted 
a positive re-statement of the] 
function of advertising in the 
promotion of commercial pros- 
perity and the defence of 
Western civilisation, which Mr. 
Masius mentioned, as against 
the attack which has been made 
upon Western civilisation by 
Communism 

Mr. L. D. Husband: The 
purpose of the Conference 
should be to overhaul the 
publicity and advertising that 
has been going out from this 
country with the object of 
increasing export sales. Far too 
many manufacturers are satis- 
fied to appoint overseas agents 
to handle their goods and then 
sit back and wait for the agents 
to sefid in their orders. In most 
cases the agents are expected to 
handle the advertising But 
often the agent has many other 
lines, some of which are showing 
good sales, a percentage of the 
turnover from which is ear- 
marked for further advertising. 
I feel it is the manufacturers’ 
duty to co-operate closely with 
his agents and either take the 
responsibility himself for ad- 
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vertising or to share the cost of 
advertising with the agent. If this 
point were brought out at the 
Conference there might be some 
helpful observations from overseas 
delegates. If we could increase our 
advertising quality so that it will 
increase the amount of goods being 
exported by, say, five or ten per 
cent, what is the cost of the 
Conference in comparison” 

Mr. K. Barton: Does i not 
seem that we should not be so 
much concerned with promoting 
exports from this country as in 
promoting international advertis- 
ing? To-day, politics are not 
divorced from business and Mr 
Stansbury well said that ad- 
vertising is the handmaiden of 
business. Therefore, advertising is 
mixed up with and concerned with 
politics, and cannot be separated 
from it. Is not our job to put the 
best light on business and to help 
to create a free “living room” 
beyond the Iron Curtain? That 
seems to me to be the essence of 
the problem—to make the Con- 
ference truly international, to 
forget the smaller issues of selling 
more hair clips and to sell a better 
way of life. We shall not sell u 
beyond the fron Curtain but we 
shall sell it this side and the more 
we sell it, the more we shall make 
the world a better place to live in 

Mr. Balch: We shall be the 
hosts. That is the important point 
to remember. As hosts planning a 
party, | suggest a simple definition 
of the objective of the Conference 
that it is to bring together the 
advertisers, the agents and those 
representing the advertising media 
of the free countries of the world 

Mr. Masius: | would rather say 
the objective is the survival of, and 
the courage of, private enterprise 
in sustaining itself. 

Mr. Nicholas: | think there is a 
secondary objective, namely, to 
build up and reinforce the conti- 
dence of British manufacturers in 
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Nicholas pleads eloquently that the Conference should “establish advertising as an equal 
partner with politics and the Church and education as a fighting force in the defence 
of Western civilisation,” but Warden disagrees. Advertising, he retorts, is not a 


weapon of war. 


George Warden— 
The Conference is to 
teach us how to ad- 
vertise better. . . 


advertising, because while many of 
the more enterprising ones use 
advertising, | am always conscious 
of a sort of mental lag among 
British manufacturers. They do not 
quite believe in advertising and | 
think the Conference could serve a 
great purpose in proving to those 
people that it is worth while to 
advertise their goods not only in 
this country but all over the world. 

Mr. Masius: 1 disagree because 
I «do not think that advertising need 
spend its me any longer in making 
converts. The Festival should be 
dedicated to the very glorious 
record of private enterprise despite 
the frustrations which have been 
put on it over the last ten years. It 
has survived, and therefore we in 
advertising can take some reflection 
of pride in the fact that we serviced 


it 
Colonel George Warden: | am 


rather hesitant to make = any 
comments because | am on the 
Organising Committee. Whatever 
I say must be a personal view. I 
think we are taking this Conference 
a little further than it is intended to 
go. It 1s an advertising Conference 
It is not intended to prove that 
private enterprise-—however much 
we believe in it-—1s the right thing. 


L. D. Husband— 
The Conference 

should overhaul 

export advertising. .. 


larger issues of international trade 
and freedom. 
The Chairman: The second 
question ts: s 
What should be the major 
themes of the Conference and to 
what extent, if any, should it be 
used as*a means of propaganda 
for Britain and the British way of 
life? 
Colonel Warden: Why should a 


L. M. Masius— 


Advertising has 
nothing to apologise 
for... 


It is intended to bring together 
advertising men first of all to create 
a friendly atmosphere, then to 
exchange information on advertis- 
ing and, thirdly, because we in this 
country are more dependent on 
exports than any other country in 
the world, it is to teach us to deal 
with those export markets. If we 
go beyond that objective we go into 
a wilderness of politics and possi- 
bilities which might conflict seri- 
ously with reaching a conclusion. 
It is an advertising Conference 
and that is all 

Mr. Stansbury: The objective 
should be to exchange ideas with 
our mternational colleagues, since 
it iS an international convention, 
on the problems of freeing inter- 
national trade. This is not defend- 
ing private enterprise and it is not 
promoting British goods It is 
keeping on the beam. It is talking 
of the realm of selling which we 
are all engaged in; it is in the realm 
of politics only in the sense that it 
is discussing realistic problems 

Colonel Warden: The freeing of 
international trade ts a long-term 
objective. We have to think of a 
short-term objective We have a 
Conference at which we are able 
to exchange information about 
advertising and it is not our job 
to talk about the freeing of trade, 
which is a corollary. Our job is to 
discuss how best we can fit into 
the framework of international 
advertising, which eventually will 
free trade. 

Mr. Balch: We have heard a lot 
about advertising being the hand- 
maiden of private enterprise, but 
we have got to keep in mind that it 
is the handmustress of Government 
as well 

Mr. Barton: May | suggest that 
we all endorse and support Colonel 
Warden's exact and very precise 
definiuon. | do not think we can 
improve on that, with the proviso 
that there are at the back the 


Conference have a theme? If we 
take “Advertising is the lifeblood 
of trade” as a theme, to give an 
example, does it mean anything to 
the people who go to the Con- 
ference? We all believe that; we 
know it. It may have a value, on 
the other hand, in the publicity of 
the Conference because it will go 
to outside people who are not 
interested in advertising at all. But 
a theme for the Conference for us 
who go to the Conference is a 
waste of time. I want to put 
forward three or four subjects to 
be discussed. In my own view, one 
of the most important is research. 
We can learn more from our 
American colleagues on research 
than from anyone cise. They lead 
in that field. They have research 
foundations and methods of re- 
search which we have not thought 
of, and as for France and Belgium 
and the Scandinavian countries, 
they are children at it. Research is 
to me a primary thing from which 
we can all learn something. 

Then there is education. The 
American method is to educate 
people in advertising before they 
start to practise it. We in this 
country rely on people getting into 
advertising before they are educated 
in it. 

I think export advertising must 
obviously be a theme because to us 
in England it means our lifeblood 
and we have to be taught what 
other people think of our advertis- 
ing. 
Finally, being a club man, I 
would like to see an important 
session on clubs. 

Mr. Barton: | think the question 
of propaganda for the British way 
of life is highly dangerous. With 
the Government that we have at 
the moment not every country in 
the world holds a brief for that 
way of life which involves national- 
isation and restriction of output. 

Mr. Masius: agree. “The 
British way of life,” if there is a 
British way of life, is absolutely 
meaningless as a theme. 

Mr. Balch: Leave it to the 
visitors to decide, from what they 
see and hear, what is the British 
way of life. Don't do it by propa- 


Britain’s record 
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stands. In the past Britain has 
always fought for freedom, freedom 
not only for herself but for Canada, 
Australia, New Zealand, South 
Africa, freedom all over the world. 
You can forget your nationalisa- 
tion, your restriction of output, 
your clamping down on pri vate 
enterprise. Your slogan should not 
be, “The British way of life.” but 
“Britain stands for freedom.” 
Mr. Husband: | feel that the 
major theme shculd be export 
advertising. We are going to have a 
large number of advertising people 
here from all the countries of the 
world. The Swiss people, for 
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in this way it can equally be used 
on the other side. 

Mr. Nicholas: That is just the 
point. That is where we, as 
advertising men, must protest. In 
Germany advertising sold its con- 

science to Nazism for p 
Propaganda is only a form of 
advertising. 
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J. B. Nicholas— 
Prove to advertisers 
that it is worth while 
to advertise... 


Harold Stansbury— 
Exchange ideas on 
freeing international 
trade... 


instance, or the French people, are 
not coming here to discuss the 
advertising of French goods in 
France, though they might hear 
something over here that might 
help them. I imagine they would 
be interested in the advertising of 
English goods overseas, and the 
South Africans and Australians 
would be interested in the ad- 
vertising of exports to those par- 
ticular countries. Having those 
people here at an International 
Conference we should be able to 
gather information as to just what 
part those countries feel that 
British advertising is playing in 
selling export goods to them. We 
cannot have too much information 
about the position, and advice 
from those countries 

Mr. Stansbury: An international 
Advertising Conference ought to 
be about advertising, but not in 
the parochial sense, because it is 
international. 

Mr. Nicholas: While I agree 
that we should not tie the Con- 
ference down to one theme, I think 
there should be one spirit. I 
believe very strongly that the 
major problem for businessmen, 
politicians and human beings in 
general is the fight that is going on 
all over the world to-day between 
communism and Western civilisa- 
tion. I think that this Conference 
should establish advertising as an 
equal partner with politics and the 
church and education as one of 
the fighting forces in the defence of 
Western civilisation. The defence 
of Western civilisation is a theme 
that would appeal to Belgians, 
Norwegians, Dutchmen, French- 
men and all the Dominions. If we 
say that advertising can be used to 
defend Western civilisation against 
the infiltration of communism 
throughout Asia, South Africa, 
and everywhere else, we have a 
theme, we are putting advertising 
then on a level which it has never 
reached before. If we were to do 
that we should be doing something 
really constructive for advertising, 
not only in this country, but 
everywhere. 

Mr. Stansbury: That would be . 
all right if it rang true 

Mr. Nicholas: It is true. 

Mr. Stansbury: If it can be used 


Mr. Masius: | agree with you that 
advertising does defend democratic 
principles, in that it permits 
freedom of choice. 

Mr. Nicholas: Exactly. Your 
point, for instance, about free 
enterprise and the welfare state, 
fits into this scheme. The weakness 
is that advertising has never bern 
used to sell ideas and it is ideas 
that we stand for, but advertising 
is being used in Russia in the form 
of propaganda to sell social and 
political ideas and an _ entirely 
different system of economics: 
and don't forget that if Russia 
succeeds in infiltrating communism 
into South Africa, Malaya, and 
elsewhere, God help your markets. 

morning sessions should 
deal with the larger problems, and 
the afternoon sessions should deal 
with the technicalities, such as 
research, A.B.C., common rates, 
and all the rest of it. In the 
morning we should try to tackle 
the larger problems, because until 
we do that we cannot establish 
advertising as an ally of the 
politicians, who cannot be left to 
do this job alone. There is no 
question, advertising is an ad hoc 
education. The reason that private 
enterprise is in retreat at the 
present time is that nobody has 
ever preached it properly. People 
have had propaganda pumped into 
them that anybody at the head of 
private enterprise is a rogue. They 
have never had it explained to them 
how private enterprise makes work 
for the people What can ad 
vertising do to improve the re- 
lations between labour and capital’ 
What can advertising do to ad- 
vertise the British Empire, and the 
British commercial empire, and 
the commercial empire of Western 
civilisation — America included ” 
The whole thing can be unified on 
that basis, as long as they say that 
advertising is one of the forces 
which can be used to defend 
Western civilisation against the 
attack that is being made upon it. 


I am quite sure that if this theme 
is put forward there will be 
response from every quarter of the 
world, because it appeals as much 
to Americans, South Africans and 
Australians and so on as it does to 
If we were to make that the 
if that were the sort of 
subject for the morning sessions, 
and in the afternoon we got the 
technicians together, we should be 
doing something worth while 
Colonel Warden: I! disagree 
profoundly and fundamentally. 
Advertising is not a weapon of war 
Our aim is not to divide the world 
into secuions, Our aim 15 to unite i. 
The only way by which you will 
find peace in this world is by having 
prosperity, a resurgence of pros- 
perity and trade and so on 
Advertising is the weapon by which 
we can win through to world 
prosperity, but we must not make 
advertising a weapon for the 
Western nations against the Eastern 
nations, certainly not in this 
Conference of ours. It may bea 
weapon, as Nicholas says, if he 
treats propaganda as part of 
advertising. Our job is to see that 
the world is so prosperous that it 
does not want to fight. Our object 
should not be merely Western 
world recovery, it should be world 
recovery; it should be recovery 
towards general prosperity. That 
does not make it necessary for one 
State to force its opinions on how 


W. R. Balch— 
We shall be the 
hosts. That isthe 
important thing 
to remember. .. 


to live on another State. | would 
not agree to export advertising 
being your theme, for the reason 
that Americans and others here 
look upon export from quite 
different angles, but world re- 
covery 1s the right theme 

For Heaven's sake do not let us 
make use of themes which divide 
the world into Eastern and Western 
camps. The aim of the Conference 
is not political, it is advertising. 
The Festival of Britain was devised, 
| think, to teach the world ft 
British way of life. The Advertisin 
Conference is to teach us, t 
advertising men, how to adverts 
better. 

Mr. Nicholas: | am not suggest 
ing that we should use advertisin 
to denigrate or discredit whatev 
the Russians care to set up, but w 
should build up the confidence « 
men and women in Western civilisa 
tion, which has been based upow 
private enterprise and Government 
management on democratic lines, 
That is our defensive weapon. For 
instance, even in this country we 
have a big job to teach the ordinary 
working men to believe in the 
system of private enterprise which 
is responsible for the standard 


which we have to-day. 
Mr. Stansbury: This is 
Advertising Convention. 
Mr. Masius: Don't 


an 


let us be 
too precise in confining ourselves | 
to the so-called advertising aspect 
of this thing; because advertising, 


in addition to being a business 
which we practise, is an influence 
I don't want to go as far as Nicholas 
and speak of propaganda. Let us 
confine ourselves to advertising 

what we do to make a thing sell 

Wisk, Dreft, Tide or Fab. You will 
have three classes of people here: 
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Should all sessions be plenary sessions, or should the morning only be devoted to these, 
with the Conference splitting up each afternoon into a number of technical sessions 
giving greater opportunity for discussion? A strong divergence of opinion is disclosed. 


will have the Americans, the 

ire le, and then what | 
love to call the foreigners. (Laugh- 
ter.) Now, as far as the foreigners 
are concerned, they come here cap 
in hand as eager beavers; they 
want to learn, and they know that 
advertising as practised in this 
country is of a very high standard. 
The Frenchmen, the Dutchmen, 
the Swedes, come here to learn. 
The Empire le are most 
enthusiastic. want to ex- 
opinions; they want to 


The last class, to which I want 
to ve pr emphasis—as | 
shou are the Americans. It is 
unfortunately in the minds of too 
many people in advertising to-day 
that you people can always learn 
from the Americans. By the time 
1951 comes around it is quite likely 
that the American political and 
economic situations might be ap- 
—— the situations we find 

to-day. Therefore the 
Americans will be eager to learn 
how you went through such 
trying times. In addition they should 
be taught that advertising played 
its part in the courage and de- 
termination that made it possible 
for industry to survive. 

The Chairman: Shall we go on 


Southwark Fair, some- 
times referred to as “ St. 
Margaret's Fair ", is here 
shown in 1749 but was 
established by letters 
patent in 1550 


to discuss the next question? 
Should the business programme 
be confined to a limited number of 
major sessions, or should there be 
separate sessions for every section 
of the ing and auxiliary 
trades’ 

Mr. Balch: This is a point on 
which I hold very strong views. 
For more years then I care to 
remember, I have begged for 
general sessions at A.A. Con- 
ferences, It has only happened on 
one occasion and that was at the 
Clubs Conference at Harrogate in 
1948. That Conference occupied a 
working week-end, from Saturday 
morning until Monday mid-day, 
and into that time we packed nine 
general sessions, plus plenty of 
social funetions. If there is a case 
for a general session devoted to, 
we will say, block making, or any 
other subject, surely the people 
you want at that session are not 
only the people who deal in that 
line of business, You want a 
general audience, otherwise your 
technical experts will have no one 
to whom to talk except people who 
disagree with them from the word 
go, because they think they know 
more about it, This may mean a 
sacrifice by some sectional! interest, 
but if we are going to have tech- 


Standfitting Costs 
have tisen 


When they beld a Fair in 1749 the‘ 


stands’ cost very little. A 


rough platform or table and a simple canopy sufficed. But Fairs and 


Exhibitions are only mirrors of the times 


and in these days of keen 


competition and bigh standards of design they must absorb much time 


and money, ‘Some Exhibitors say that the limit has now been reached, 


that Stardfitting is costing too much 


Oech Bik abe ae 


We agree, and bere at Olympia 


nical sessions at all, let them be 
general. I am quite convinced that 
sectional sessions would detract 
from the international character 
of this conference. 

Mr. Nicholas: If a _ broad, 
simple division were made, dealing 
with the major problems in the 
morning sessions and the technical 
aspects of the matter in the after- 
noon, you would have a clean cut 
conference. 

Mr. Husband: I have attended 
only two advertising conferenges, 
and I felt there were too many 
sessions there. The session | went 
to because I thought I might learn 
something from it fell through 
because there were not sufficient 
people to attend it. I am very much 
im agreement that it should be kept 
to general sessions 

Mr. Balch: May | add a foot- 
note? The American Advertising 
Convention does confine itself 
entirely to general sessions, ac- 
cording to its programme last year 

Colonel Warden: Most people 
who have spoken tend to overlook 
the fact that something like 2,000 
delegates will be at the-session. All 
those 2,000 will probably be at the 
main sessions in Central Hall, 
Westminster. I think there should 
be every morning a_ plenary 


session, because the resolutions 
and decisions there carry much 
more weight and they should be 
important, but I think it is very 
important that the afternoon should 
be for minor sessions. We are 
bound to get over here a number 
of people who are a little shy of 
talking before 2,000 people. A 
conference is for an exchange of 
ideas and not a statement of ideas. 
The plenary sessions will be for 
resolutions which are voted on, 
but many people who disagree and 
who have points to bring forward, 
will not have the chance to speak. 
I would suggest—very humbly, 
because the thing is still sub judice— 
that we carry out your suggestion 
of five morning sessions, plenaries, 
and then subdivide ourselves into 
afternoon sessions. 

Mr. Stansbury: [If you have 
these tiny sessions in the after- 
noon... 

Colonel Warden: They will not 
be tiny. There will be 200 in each 
one. 

Mr. Balch: They will be tiny 
and all experience shows it. 

Mr. Nicholas: So long as the 
afternoon does not break up into a 
lot of little tabernacles, it is all 
right. , 
The Chairman: | should like to” 


we are making it our business to keep costs down. This does not imply 
that we aim at anything less than the best ; it is largely a matter of 
planning abead and using materials wisely. Why not ask our repre- 
sentative to call and have a talk about the way! we work ? 


OLYMPIA STANDFITTING 


OLYMPIA LIMITED - LONDON - W14- PHONE: SHEPHERDS BUSH $366 
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Dy) 7” 
This is the girl 


whose Father subscribes to the /nvestors’ Chronicle. She can 
hold her intelligent own in discussions with her friends, and 
with her parents’ friends too. She has all the advantages that 
a good school and a gracious home can give. 

fer father has always made adequate provision for her 
welfare. He is a man of substance, whose judgment is sound 
on professional, personal and social affairs. Whether he is in 
the market for property, industrial oy my insurance, or 
things for his home comfort, he seeks the best rather 
cheapness ‘ . 

Advertisers who have something to say to him and his 
kind—a concentrated market of them—can good 
customers through the /nvestors’ Chronicle, where the waste 
circulation is very small indeed. 


“My, A», 


G. Bullock, Advertisement PF amager, The investors’ Chronicie, 
Grecer's Hall Court, London EC2 MONarch 683 


ARE BACK! 


Conté, those drawing materials you have always 
ferred and have found so hard to get, return at 
Oe You can now go and buy Conté Colour Crayon 
Pencils, Conté Artists’ Square Drawing Crayons, 
Conté Pastel Crayolors, Conte Artists’ Drawing 
Pencils and many others of your old favourites with 
the Conté name 
For supplies please apply to your usual retail sup- 
plier, or write or ‘phone the sole distributors for Conté 
Artists’ Materials in the U.K. and Channel Islands — 


HARTLEY REECE & CO. LTD. 


289-293 High Holborn, London, W.C.1 


"PHONE: CHANCERY 6661 “GRAMS: HARTRESE, HOLB, LONDON 
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Balch explains why he considers 
it important that the Conference 
should be regarded as an oppor- 
tunity to obtain Press” publicity for 


devote a few 
question : 
To what extent 
Cenference be regarded as an 
opportunity to obtain publicity 
for advertising as such’ Should 
the sessions be planned, therefore, 
with an eve to Press publicity? 
Mr. Nicholas: If you have the 
plenary sessions in the morning 
and really deal with large matters 
in a large sense you will get a Press, 
and we have never had a Press yet. 
As long as we deal with hole-and- 
corner and technical affairs the 
Press will give us nothing 

Mr. Masius: I think we should 
completely ignore the question. 

Mr. : I profoundly dis- 
agree with Mr. Masius. One of 
our troubles is that unfortunately 
our friend who occupies the 
neighbouring columns to our 
advertisements, the journalist, does 
not really understand us. He does 
not know what we do. It is our 
own fault, it is due to our own 
lack of public relations with the 
editorial side of the Press 

1 am not asking for editorial 
puffs for advertising, but | am 
suggesting that this might be an 
occasion on which we should get 
editorial publicity, for two im- 
portant reasons: The first is that 
the editorial columns of the Press 
have never, so far as | know, had a 
chance to report someone who, in 
what Colonel Warden would de- 
scribe as a reasoned paper, has 
shown that advertising creates 
employment. We live in an age 
when fuli employment is a mighty 
important subject in every country 
in the world. We do create 
employment, it is one of the 
strongest planks on the public 
relations side and we have failed to 
make use of it.. Then there is the 
point that we are providing a 
fundamental and human need, 
freedom of choice. Don't forget, 
Nicholas, when you say we are 
being attacked by Communism, 
that we are being attacked in our 
own midst by a certain group o 
intellectual planners, who attack 
and attack ceaselessly We have 
perfect answers to these people; 
they have not been stated; if they 
are stated we shall get editorial 
reports 

One of the particular things that 
we have to do, which we have 
never done, is to justify the stage- 
craft of advertising. You do not 
find the dramatic critics of the 
papers attacking a certain drama- 
tist because of those tricks that 
he has to use to get his charac- 
ters off the stage and on again 
We have our stage-craft in ad- 
vertising and we have to explain 
why we use the terms and methods 
that we do 

Mr. Masius: If we realise our 
ambition and the Press becomes 


minutes to a final 


should the 


| alive to this Conference and we 


advertising. 


receive enormous publicity, where 
does it carry us? 

Mr. Balch: We should answer 
our critics, whom we have never 
answered, and who get more and 
more powerful. 

Mr. Stansbury: If our object is 
to get a good Press we shall have to 
control the speakers; they will 
have to know what to put over. 
Suppose the headline in a daily 
newspaper were “*Mackintosh de- 
fends Advertising,” what a fine 
piece of publicity that would be! 
Who said it had to be defended? 
If you are going to take his line 
then you will have to tell everybody 
at the Conference what to say. 

Mr. Balch: Telling them what 
to say is organisational detail. 

Mr. Barton: | find too often, 
outside London, that the agent has 
very little idea of his client's 


“We are gathered together . .. 
to learn more about advertis- 
ing; if news follows, so much 
the better; if it does not, it 
does not matter so long as we 
learn something. Let us fix 
our minds on the fact that this 
International Advertising Con- 
ference is for people to learn 
something and get somewhere.” 


problems. He does not know the 
client's selling points or marketing 
arrangements and there is very 
little liaison. The more publicity 
we get the more the client—the 
manufacturer in Britain—will have 
his eyes opened to the benefits of 
advertising and the closer will be 
the ties between advertiser and 
agency, with benefit to the ad- 
vertiser. 

Colonel Warden: If the speaker 
says something that is news, 
whatever it happens to be, some- 
thing that is not brought specially 
into the Conference, it will get its 
publicity. I know my papers well 
enough to know that they will give 
you publicity when it is news, 
either because the speaker says 
something which is news to the 
general public, not to the advertis- 
ing public, or because the speaker 
himself is important enough to 
compel the attention of journalists. 
We are gathered together, as | said 
at the beginning, to learn more 
about advertising; if news follows, 
so much the better; if it does not, 
it does not matter so long as we 
learn something. Let us fix our 
minds on the fact that this Inter- 
national Advertising Conference is 
for people to learn something and 
get somewhere. 
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ONE ORDER 
ONE RATE 


ONE MATRIX 


ONE ACCOUNT 


GROUP NEWSPAPERS: 
NORTHAMPTONSHIRE EVENING 
TELEGRAPH. Peterborough Citizen 
& Advertiser (twite weekly, Tues. 
& Fri.) Kettering Leader & 
Guardian. Wellingborough News. 
Rushden Echo & Argus. Thrapston, 
Raunds & Oundle Journal. Lynn 
News & Advertiser (twice weekly). 
Bury Free Press. Suffolk Free Press. 
Isle of Ely & Wisbech Advertiser 
(twice weekly). Newmarket Jour- 
nal. Market Harborough Advertiser 
& Midland Mail. Lincolnshire Free 
Press. 

Managing Director: 
R. P. WINFREY, M.A., LL.B. 


ADVERTISER'S WEEKLY 


MEET THE MEN WHO KNOW 


THE RAILWAY MAN 


| always say that though some folks might think our job as 
shunters on the railway is a dull one, | don't think so. It's true 
we have to be out in all sorts of weather but most of us don't 
mind that. We are a hardy lot. 

Our job is to keep traffic on the move and that is as important 
now as it was during the war. Railways can't do without men 
like me and my mates. 

As | always say, we may be a small cog in a big wheel but we're 
an important cog. 

There is no fear of our being out of a job as long as we do it 
properly. That makes a man fee! surer of his future. 

I'm not saying I've a great deal of money to spare. Things 
cost too much nowadays but | can afford something new now 
and again. 

So don't forget to consider us if you have something to sell 
we might like to buy. 


East Midland Allied Press Ltd 


ABC Certificate July to December 1949, Net Sales 225,353 per issue 


Rate £3.10.0 s.c.i. flat 
London Advertisement Manager - 
GEORGE JACKSON, CLIFFORD'S INN, 1, STREET, E.C.4 
Telephone : HOLborn 36 
Manchester Advertisement ll 
W. NOEL YULE, c/o HILTON & KAY, 4 WATER ST., MANCHESTER, 8 
Telephone : BLA 0402 


* BOOTSESHOES ® CANNING © BRICKS © RAiLWayS ® manURES © MATS 
* SUGAR BEET ® CLOTHING ® FRUIT © TIMBER ® FLOWERS © ENGINEERING 


® IRON GSTEEL ® DOCKS © FORGING * SEEDS * aGaicuLTURE * BREWING 
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Special Design and Packaging 


HEN you goljlinto a 
grocer’s shop in France 
to buy lump sugar, 

you will notice that the lumps 

are rectangular in shape and 
much larger than ours. They are 

packed not in a carton, but in a 

cardboard box with a lid. 

If you live in Canada and gu 
to a hardware store for house- 
hold brushes, you will probably 
come away with either a corn 
broom in gay colours, or a mop. 
You will not easily find the com- 
mon or garden household broom 
as we know it. 

When marketing brushes, you 
are, therefore, deeply concerned 
with the actual product, or ser- 
vice, you are selling. The require- 
ments which it has to meet can 
be conveniently grouped into five 
headings. Over here a household 
broom is made of fibre, but in 
Canada it is made of corn stalks 

If you sell shoes in countries 
with hot climates, you will need 
to use thinner leather than for 
cold climates, and so on. The 
composition of a product is, in 
fact, extremely important. In ad- 
dition to asking what it is made 
of, you might also ask “How js it 
made?” should you be selling 
foodstuff in India, where it is 
essential it shall not have been 
touched by human hands. Thirdly, 
the question of where it was made 
may have an important bearing 
on your marketing plans if. for 
example, you are selling a product 


vade in a country which special- 
ises in and is world famous for 
that type of product—milk choco- 
late or watches from Switzerland 
men’s suitings from Savile Row 


Importance Of 
Product's Size 


The size of the product is one 
of the most important points in 
overseas marketing. If you sell! 
motor cars, can you sell small 
8 or 10 h.p. British cars in a mar 
ket like Brazil, where long 
distances have to be covered ove; 
bad roads? One might think that 
tennis racquets are the same size 
all over the world, but in Canada 
they usually have a similar head 
with 18 length and 19 cross 
strings. In Egypt the little cello- 
phane packet of two aspirins is 
more popular than the larger 
bottles. In New Zealand toilet 
soaps weigh 3 oz. for a small size 
and 8 oz. for the large. 

Alongside considerations of 


For Overseas Markets 


size goes packing. You mighi well 
ask, first of all, if the packing is 
suitable—sealed tins in tropical 
climates are a necessity, not a 


luxury. Then you may inquire if 
your packing is acceptable to the 
trade There is no doubt that 
chemists will prefer to handle 
toothbrushes which are packed 
in cellophane bags or boxes, 
rather than unwrapped ones. 


Colour A Big 
Selling Point 


Look again at the brush market 
in Canada—there, corn brooms 
are highly coloured and so are 
their paint brushes—their eye 
appeal is greater than ours which 
are usually plain, although [| 
believe ours are superior in 
quality 

The question of consumer ap- 
peal is a very important one— 
particularly for anything that is 
sold in the U.S. self service chain 
stores. How much value is there 
in a label in English on a product 
selling in Salvador? Many world 
markets buy not only eye appeal, 
but afso on what one might call 
“sight appeal”—especially where 
there is a gocd deal of illiteracy 
If sudden changes are made in the 
appearance of a product, many 
people may refuse to buy it, be- 
lieving it to be a different pro- 
duct 

The last main requirement to 
be considered is the price. There 
is for most products, and services, 
i price range, outside of which 
it is extremely unlikely that sales 
will be made. If you sell men’s 
hats in Rhddesia, you will either 
sell them to the Europeans at 
about £2 10s. each, or to the 
natives from 10s. to 158s. each 
This kind of thing will occur in 
nearly all trades and for nearly 
all products and services. The 
quoted prices for water pipes in 
tenders submitted recently to the 
Uruguayan Ministry of Works 
varied only within well defined 
limits 

You must fit your product into 
that part of the market where you 
feel it most belongs and where 
it will have the best possibilities 
of success. To achieve this it is 
therefore necessary to study the 
market in some detail. Firstly, 
you need to make an estimate of 
the total available market. From 
registration figures, you can calcu- 
late, for example, that the total 
number of cars in Australia is 
200,000, of which 80,000 are 


AUSTRALIA 


newly purchased each year. There 
are about 24 million adults in 
Switzerland, so that the market 
for a toothbrush is a maximum 
of very nearly that figure. On 
the other hand, few people in 
West Africa use a toothbrush, so 
that the total potential is very 
much less than the total popula- 
tion. The Swedish paint industry 
is largely home supplied, but the 
U.K. has always filled some 
specialised requirements, especi- 
ally for boat and ship builders. 
Whereas the total paint market 
in Sweden runs into some thou- 
sands of tons annually, the mar- 
ket for imported specialised paints 
only amounts to about twelve 
hundred tons a year 

Secondly, the total market must 
be broken down into its com- 
ponent parts. The radio industry 
in Denmark is in the hands of 
Philips to the extent of 60 per 
cent. The remaining 40 per cent 
is shared by some 20 manufac- 
turers. On the other hand, the 
market for imported paper in 
Iran is shared by some fifteen 
importers from six countries. As 
a general principle, it has been 
found easier to break into a mar- 
ket when there is no outstanding 
supplier than one in which most 
of the trade is in one or two 
hands. 

Thirdly, you should find out 
the trend of the market. Is ix 
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Extracts from a lecture given 
by H. DESCHAMPSNELUPFS, 


overseas manager, F. C. 


away from or in favour of your 
particular type of product. 

Finally, you may, of course, 
reject all the present market pos- 
sibilities, come along with some- 
thing entirely new and proceed 
to create a market. Obviously, 
here you would need to be satis- 
fied that there was every reason- 
able chance for such a market to 
be created. 

I have laid stress on tackling an 
overseas market with a product 
for the first time, whereas many 
marketing “problems are con- 
cerned with existing circum- 
stances. In these cases, I suggest 
you look at marketing in these 
two ways. First, apply to your 
product or services all the tests 
which we looked at earlier on 
Go through what it is used for, 
who uses it, why is it used, how 
suitable is its packing, its price. 
and so on. You may be surprised 
at some of the answers—they may 
explain why sales are not better 
You will then have to work out 
how any defects can be remedied 

Secondly, apply the market 
tests, such as its present sales, 
broken down by areas, consumers, 
units, seasons, etc Find out 
who are the present consumers, 
how much of the potential market 
you hold, and how much more of 
the market you could obtain and 
what new types of users couid 
you find, 


Record Industrial Developments 


= REPARE for another record 
year of industrial develop- 
ment in Australia.” writes Mr 
Frank Goldberg, chairman of 
Goldberg Advertising ( Aust.) Pty 
Ltd., from Sydney. Last year, he 
states, £56} million new capital 
was invested in Australian indus- 
try; and in the last four postwar 
years the number of factories rose 
by 10,000 to 37,000. Overseas 
business organisations § are 
interested in about 250 new 
manufacturing projects in New 
South Wales 
England's largest manufacturers 
of special steel laminations for 
electrical gear, Joseph Sankey & 
Sons Ltd., are forming a £250,000 
subsidiary company to manufac 
ture their products in New South 
Wales A syndicate acting for 
the recently-formed Consolidated 
Beverage Co., Ltd., which is to 
market Pepsi-Cola. has bought a 
large factory in Sydney for 


£46,000. Mr. T. Bata, head of the 
shoe-manufacturing “empire,” is 
surveying the Australian and New 
Zealand position, and may set up 
factories. 

English Electric Co.'s export 
manager, Mr. Harold S. Aspinall, 
has announced in Sydney that his 
company is ready to establish 
Britain's latest television trans- 
mitters in Australia, and would 
operate in association with 
Amalgamated Wireless (Aust.) 
Ltd. He estimated it would be 
two years before television trans- 
mitters were constructed and 
working in Australia after the 
Commonwealth gave its approval 

“Australia will extend trade 
with Western Germany this year,” 
Mr. Goldberg concludes. “Ger- 
many wants Australian wool. 
apples and wine, and wishes to 
supply us with manufactured 
goods, chemicals and special 
machine equipment.” 
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BIRTISH TEXTILES 


sells to trade 


buyers overseas 


SPECIMEN COPIES AVAILABLE TO MANUFACTURERS AND THEIR ADVERTISING AGENTS 


“BRITISH TEXTILES” 
(Published by “The Dropers’ Record’’) 
229/231 HIGH HOLBORN 
LOneenwm = Wr € es 
Telephone: CHAncery 6291 
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NORWAY | 
has ene outstanding 
newspaper 


Nobody is prepared to argue 
about Aftenposten’s predomi- 
nant position in Norway. It is 
so far ahead in circulation and 
in the volume of advertising 
carried that its choice for first 
place on almost every schedule 
is automatic. In spite of the 
high buying power of its 
readers, Aftenposten still offers 
you the lowest rate per thous- 
and of all Norwegian news- 
papers Remember that 
Aftenposten is two newspapers, 
a morning and an evening. 


Net Sale : 
Mornings : 
Mon. to Fri. 135,906 
Saturdays 148,88! 
Evenings 117,347 


Afienpoften 


SVENSKA 
DAGBLADET 
Gives impact to your 
advertising in Sweden 
Svenska Dagbladet is recog- 
nised internationally as the 
authentic voice of Sweden. in 
its own country its great pres- 
tige and nation-wide influence 
give 2 value to its advertising 
columns out of proportion to 
its _— circulation Svenska 
Dagbladet's readers are the 
people who set the social 
standards throughout Sweden, 
and what they buy, Sweden 

buys 
That is why, year after year, 
Svenska Dagbladet carries more 
national advertising than any 
other Swedish newspaper 
Net Sale 
Weekdays . 91,837 
Sundays 96,894 


REPRESENTED BY 


gy 


JOSHUA B. POWERS LTD., 14 COCKSPUR STREET, LONDON, S.W.! 
Telephone ; WHI 3305/6 and 33667 


How Africa’s Demand 
for Textile Machinery 
is growing 


Textile Machinery Imports 


1936... . FROM ALL SOURCES 


Thess we lf 


1949 x. onitan scone £728,000 


These figures speak for themselves and now this rapidly growing 
market will have its own monthly) 


AFRICAN TEXTILE 
INDUSTRIES 


Published monthly in 


Write for full 


——————— Phone : 


particulars to: 


SOUTH AFRICAN JOURNALS LTD. 
34-5 NORFOLK STREET - STRAND - LONDON > W.C.2 
TEMple —_—— 
SUNLIGHT HOUSE, QUAY ST. MANCHESTER 3 
——-———Phone: | BI Ackfriars  3169-——————— 


. + « + £26,000 
» + « « £316,000 


Textile Machinery Journal. 


Cape Town 


Bar 8691—— 


—* 


EXPORT MARKETING 


INDIA 


Local Press 
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Advertising 


Is Vital To Sales 


by DENNIS R. VICKERS 


Director, Technical Publications (Overseas) Lid. 


‘to vastness of the Indian 
market as far as British 
exports of machinery and en- 
gineering equipment are con- 
cerned is not generally appre- 
ciated by United Kingdom 
exporters, No less than 80 per 
cent of India’s total machinery 
requirements are shipped from 
the U.K., a fine tribute to the 
high reputation which our tech- 
nical equipment enjoys in that 
country 

India is far and away Britain's 
best customer as far as engineer- 
ing exports are concerned, and 
during the 12 months ending 
December 31, 1949, more than 
£3 milhons worth of machinery 
left these shores for India. No 
other country in the world ab- 
sorbed British machinery at such 
a rate 

The reasons are obvious. With 
the independence of India there 
has arisen in that country a tre- 
mendous nationalist feeling and 
a very natura! desire to be as 
self-supporting as possible. Ac- 
cordingly, very big self-indus- 
trialisation programmes are at 
present in progress. New fac- 
tories, hydro-electric schemes, 
public works, all demand Britains 
machinery, unrivalled in the 
world for the great reputation 
which it enjoys throughout India. 

However, now that other Euro- 
pean countries are getting on 
their feet once again and prose- 
cuting with vigour their own ex- 
port drives, British exporters will 
have far greater competition, and 


their sales-problems will increase 
correspondingly. Buyers of plant 
and machinery in India will 


demand an even greater sales 
service and that can. generally 
speaking. only be provided by 
representatives 


Local Agents 

Are Essential 

A local agent or firm of agents 
is really essential to practically 
every British company wishing to 
sell engineering products to India 
or Pakistan, but it is obviously 
not within my province to set out 
the essential qualifications which 
they should possess. This would 
be determined by the individual 
nature of the product. Suffice :: 
to say that there are many first- 
rate firms of manufacturers’ repre- 
sentatives in India and Pakistan 
the majority of whom employ 
fully qualified engineers on their 
sales and technical staffs. One 
firm I have in mind insists on all 
executives being 


its contact 


M.LP.E. so that they can talk to 
potential buyers in their own 
language. 

The day of the commission- 
man or order-taker is dead. It 
will be realised, therefore, that a 
firm of agents cannot represent a 
British exporter and do justice to 
his principal on a mere 1} per 
cent commission and a few 
months’ trial period. 


Companies Overlook 

Agency Expenses 

No agency in India or Pakistan 
ef any repute would consider 
such terms, but it is surprising 
how many British companies ex- 
pect them to jump at the chance, 
forgetting the great expense 
attached to the proper working of 
an agency 

A final point concerning suit- 
able representation in India or 
Pakistan: I have heard that 
several British firms have recently 
rejected applications for their 
agencies because the applicants 
have been companies controlled 
by Indian capital. This is a very 
wrong policy to adopt, and wholly 
out of step with the changing 
order of things in India and 
Pakistan. More and more local 
capital is flowing into their com- 
panies, and to-day several of the 
finest agencies representing a 
great number of British com- 
panies are directly controlled by 
Indian capital—and they are 
doing a very good sales job. 

We receive many calls from 
representatives of agency firms in 
India, in this country visiting their 
British principals, and the 
majority of these agents stress the 
Yact that they are unable to get 
theiy British principals to support 
them in advertising in the local 
Press. Many British companies 
apparently think that if they send 
out a few circulars and some 
stock blocks to their agents their 
job is done as far as publicity 
is concerned That is a very 
wrong policy, and I quote the 
words of a former Senior Trade 
Commissioner in India on this 
subject : 

“The British manufacturer 
can no longer afford to leave 
the marketine of his products 
entirely in the hands of others, 
but must take an interest in 
and generally supervise the 
processes of selling, propa- 
ganda and advertising until the 
goods reach the consumer.” 
This was an unbiased opinion 

given by an expert on the spot 

(Continued on page 38) 
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Practical alternatives for 
the newspaper vignette... 


IN LAYOUT FORM the soft, graduated tone shading obtained 
by air-brush or pencil can look very good... in 
newspaper reproduction it can look far from good. The 
coarse screen half-tone vignette seldom prints clean. With 
two removes from the original soft edges can give way to 
hard edges, with tone graduation tending to “ fill-in ”, and 
a dirty, muddy impression results. Much depends on the 
screen, paper and printing procedure. Layton technicians 
are ready to give advice and information to all who seek it. 


Top right: The half-tone screen vignette 

for newspaper reproduction, usually 
three “ removes” from the original. 
Three alternatives to the vignette are 
also shewn, reproduction of which can 
almost be guaranteed even on the 
coarsest newsprint. Top left: a clean 
cut-out. Bottom left: a dry brush 
Shading. Bottom right: a non-graduated 
fone. 


LONDON (Head Office and Works) 
Standard House, Farringdon St., London, E.C 4 
Telephone: CENtral 2020 
BIRMINGHAM (Office and Works) 

6S Livery St. Telephone: CENtral 7971 
BRISTOL (Office and Works) 

669-671 Fishponds Road, Bristol. Telephone 
FISHPONDS 55373-4. 

MANCHESTER (Office) 


Sun Chambers, 15 Market St Telephone 
BLACKFRIARS 2004. 
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to South Africa through the 


SOUTH AFRICAN 
MORNING NEWSPAPERS 


CAPE TIMES 
CAPE TIMES WEEK-END MAGAZINE 
DIE WEEKBLAD 
NATAL MERCURY 
RAND DAILY MAIL 
SOUTH AFRICAN WOMEN’S WEEKLY 
SUNDAY EXPRESS 
SUNDAY TIMES 


* 


SOUTH AFRICAN MORNING NEWSPAPERS LTD 
74 Holborn, London, E.C.! 
Telephone : Holborn 4144 


* 


When you 
purchase superior 
Quality Goods 
AT REDUCED PRICES 


We now offer a completely new manufacture of 


"BESF HOT PROCESS ROLL FEED 


TRANSFER BLOCKING FOIL 
in all colours—gold and silver. 
As made at “Acton Works” 
Suitable for use on all makes of hot stamping 
machines. 
OTHER SUPPLIES AS USED ON YOUR 
SHOWCARD EQUIPMENT ARE 


Cardboard—Gummed Papers—Double Gummed 
Manilla—Celluloid—-Water Slide Transfer Film— 


THE NOSE 


Types — Dies —- Ornaments — Cutters — Drapers 
Ticket Pins — Metal Struts — Hanging Rings— 
Guillotines Bevellers Finishing Presses — 


Engraved Types-—Dies—Blocks, efc., to 


your own designs. ae 


We also offer complete MA SSEELEY showcard 
and ticket outfits, rebuilt and guaranteed by: 


. . . J 
. ) L i . 
0 5 0 FLD ROAD . ONDO 


EXPORT MARKETING 


COLOMBIA 


HOSE acquainted with 

marketing conditions in 

South America, especially 
Colombia, know that very few 
commercial successes have been 
registered there without the help 
of skilfully planned advertising. 
The present keen competition in 
that country—and oth 
necessitated the employment of 
the most intensive methods. 
Those firms which have supported 
» dependable goods with intelligent 
| propaganda have shown the 
greatest increase in theig sales 
figures. 

As a genera! rule the people of 
Colombia are appreciative of, 
and susceptible to, good adver- 
tising, and their confidence in it 1s 
best measured by the sales of-the 
more popular branded goods. 

The Colombian market cannot 
profitably be treated in a hap- 
hazard manner. It deserves a 
fair investment, and returns will 
be in proportion. Britain is 
fortunate in that she enjoys high 
prestige in most South American 
countries—unequalled probably 
by any other country. The repu- 
tation for reliability which British 
nanufacturers have built up over 
the years can now be enhanced by 
intelligent selling campaigns and 
firm delivery dates 

Colombia is situated at the ex- 
treme north-west corner of South 
America, of which continent it 1s 
the only country to possess both 
Atlantic and Pacific seaboards. 


POPULATIONS IN THE 
PRINCIPAL TOWNS 


Bogota ; 503,000 
Medellin ... 246,000 
Barranquilla 235,000 
Cali 153,000 
Manizales 121,000 
Cartagena 109,000 
Bucaramanga 73,000 
Ibagne . 87,000 
Cucuta.... .. 80,000 


The republic has an area of 
439,530 square miles, and al- 
though the terrain is somewhat 
difficult, modern transport 
methods have helped to increase 
commercial enterprise. 

With a population of 
10,725,000, Colombia ranks as the 
third republic of South America. 


About 30 per cent of the popu- 


| lation is white, 40 per cent mixed, 


18 per cent mulatto, 7 per cert 
Indian, and § per cent black 
Bogota, the capital, is situated 


on a plateau 8,600 feet above sea 
level. 


In spite of its difficult 


Hard-Selling Campaigns 
Can Win These Markets 


by A Special Correspondent 


accessibility, the city remains the 
country’s most important distribu- 
tion centre. Besides this, it is the 
locale of factories manufacturing 


textiles, glass, beer, cement, 
cigarettes, footwear, tyres, and 
chocolate. Barranquilla is the 


country’s chief port, and nearly 
one half of the entire foreign 


trade, both inwards and out- 
wards, passes through the port. 
Local industries include cotton 
spinning and weaving, soap, 
candles, paints, edible fats, and 
perfumes. 

Three hours’ car journey away 
is Cartagena, Colombia's third 
seaport. This town is the distri- 
bution centre for the Department 
of Bolivar. Several large importers 
have their offices and warchouses 
in the town. There are also a 
large number of factories, which 
produce footwear, chemicals and 
toilet goods, for the local market 

Cali is the most important town 
in the Pacific region, and in conse- 
quence many large importing 
firms have established offices and 
warehouses there. Cali is also the 
centre of the richest agricultural 
area in the country, Most of the 
other towns shown in the table 
are important as distribution 
centres for specific areas of the 
country. Many of them have 
established commercial houses. 

The monetary unit is the peso. 
In the main Colombia depends 
for her prosperity upon coffce, 
so much so that in recent years 
coffee has accounted for over 
three-quarters of the country’s 
total exports. Thus, upon the 
price for which this commodity 
can be sold depends the volume 
of imports Colombia is able to 
consume. 

At present Colombia's princi- 
pal imports include raw cotton, 
rubber tyres, woollen yarns, dyed 
cotton piece goods, motor cars, 
textile machinery, and iron and 
steel tubes. Of the latter item no 
tube imported must be less than 
§ cm. across. Chief participants 
in the trade with Colombia are 
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Advertising displays are for the first time available on the outsides of Manchester 
Corporation buses. With a coverage of nearly a million people including many of the 
country’s highest paid workers and business personnel, here is a unique opportunity for 
both local and national advertisers. Manchester is the hub of Lancashire which a 
nearly one sixth of the nation’s workers, 


Particulars of rates and positions available from:— 


Robert Y. Slaughter Ltd. 


Transport Advertising Contractors 
7, Buckingham Palace Gardens, Victoria, London, S.W.1 Telephone: SLOane 0711 


Local Office: 76, Victoria Street, Manchester, 3. Telephone: Blackfriars 4895 
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Confectionery 
Production 


INCORPORATING “CHOCOLATE PRODUCTION” 


FOR SIXTEEN YEARS RECOGNISED BY SUPPLIERS TO THE 
CHOCOLATE AND CONFECTIONERY MANUFACTURERS 
AS THE MEDIUM FOR THEIR ADVERTISING 


BECAUSE 


“C.P."...is acknowledged by suppliers as the only British 
publication devoted to the interests of manufacturers 
in the Chocolate and Confectionery industry. 


“C.P.""...is closely read by members of Manufacturers’ 
Executives, Works and Departmental Managers, as 
well as by Processing Overseers, 


“C.P.""... commands a focussed and concentrated interest of 
those who are potential buyers. 


“C.P."’... brings business to Advertisers from home, distant 
parts of the Empire, and Foreign Countries. 


“C.P.""... deals with everything that interests the manu- 
facturers, whether it be scientific, mechanical, or 
practical. 


“C.P.""...is found by advertisers to be a most economical 
medium because it takes its message straight to the 
buyer. 


“C.P.""... means CONCENTRATED PUBLICITY. 


SPECIMEN COPY AND RATE CARD ON APPLICATION 


Phone: Emberbrook 266! and 4979 
CONFECTIONERY PRODUCTION 
ESTABLISHED 1934 
ROAD, DITTON HILL, SURBITON 
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ST. MARY'S 


EXPORT MARKETING 


Hard Selling Campaigns Can Win These Markets —continued 


Jury 6, 1950 


at present the United States of 
America, Britain, Germany, 
France, Canada, Argentine, and 
Brazil 

Before the war chief British 
exports to Colombia were cotton 
and woollen piece goods and 
machinery. Since the war the 
scope has widened to include tex- 
tiles, machinery, iron and stecl 
tubes, and the “old faithful,” 
whisky. The expansion of local 
industry must be taken into 
account when considering any 
marketing venture for British 
goods. 

There is in operation a fairly 
rigid exchange control. All orders 
for foreign merchandise, with few 
exceptions, must be registered 
with Board of Exchange Control. 
Such orders must be supple- 
mented by import licences for 
each shipment. All ordinary 
licences are subject to a tax of 
4 per cent at the official rate of 
exchange. This tax is added when 
the application for foreign ex- 
change is made 

There are excellent facilities for 
advertising in the main commer- 
cial centres. These include daily 
and weekly newspapers, and 
monthly magazines. There are 
also a number of commercial 
radio stations. There are a num- 
ber of first-class advertising con- 
tractors and agencies in the 
country. Rates by normal over- 
sea standards are reasonable. 


Much better results are obtained 
if the interested manufacturer 
supplies his own cliches and lay- 
outs. Catalogues, leaflets and 


SOME OF COLOMBIA'S 

LEADING NEWSPAPERS 

America; Antorcha; Anuncia- 
dor; Colombiano, El; Defensa, 
La; Diario De La Costa; Diario 
Del Pacifico; Estampa; Litoral; 
Nuevo Dia; Patria, La; Razon, 
La; Sabado; Satanas; Siglo, El; 
Tiempo, El; Vanguardia; Van- 
guardia Liberal; Voz Catolica, 
La; Voz Del Libano. 

Clarin; Correo, El; Correo Del 
Cauca; Cromos; Estado, El; 
Figaro, El; Heraldo, El; Relator; 
Trabajo, El; Vanguardia Liberal, 
La; Espectador, El; La Prensa. 

All these newspapers have 
representatives in London. 


similar promotion material should 
be printed in Spanish. 
Distances between centres, the 
difficult terrain and communica- 
tions, make the problem of estab- 
lishing a sales organisation any- 
thing but easy. In fact, represen- 
tation can only be effectively 
handled by a resident in the 
country. The most satisfactory 
representation will be achieved 
by the appointment of a British 
subject, with knowledge of 
Spanish, or a Colombian national. 


INDIA—LOCAL PRESS ADVERTISING 


VITAL TO SALES 


(Continued from page 34) 


who had noticed the growing 
apathy on the part of British 
companies in assisting their Indian 
agents with suitable propaganda 
and publicity. British firms who 
say “we leave all advertising in 
India and Pakistan to our agents” 
forget that many leading agency 
houses in those countries hold up 
to 30 or more British agencies. 
and it is quite impossible for all 
their principals to receive an 
equal amount of regular and con- 
tinuous publicity in the local 
Press which is so vital 

As the managing director of one 
important firm in India told me, 
“if | had to handle and pay for 
all my principals’ advertising in 
India, | should need to employ a 
publicity manager and open up 
a completely new department, 
which I cannot possibly afford t 
do under the present terms be- 
tween me and my principals. In 
addition, we are engineers and 
not an advertising agency, and 
frankly I do not understand the 
advertising business.” 

Local agents appreciate and 
welcome the advertising support 
which their British principals can 
give them in Indian and Pakistan 
papers. In countries such as these, 


where vast distances are involved. 
no agent, however live and wide- 
spread his organisation, can pos- 
sibly comb out every potential 
buyer without the vital support 
of inquiries coming to him as 
the result of regular advertise- 
ments in the local, national, or 
technical Press. The choice of 
suitable media in India and 
Pakistan is more limited than in 
this country, but leading dailics 
and technical magazines have 
greatly improved during recent 
years and can offer an excellent 
coverage to advertisers. Their 
rates bear favourable comparison 
with their British counterparts. 

With regard to copy and lay- 
outs, may I offer this suggestion? 
Engineers like to see what the 
machine looks like and are more 
interested in its technical detai!s 
than a slick layout and pretty 
pretty copywriting A_ wholly 
type-set advertisement is apt to be 
passed over unread, and the 
majority of the advertisements 
appearing in the technical Press 
in India and Pakistan feature an 
illustration of the machine as 
large as possible. 

So, plenty of illustrations and 
good, sound technical copy 
please! 
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NORTHERN IRELAND 


with a population approaching 1 millions 


So 
I 
eo 
| 


Belfast (452,061)—the industrial heart of the country, Londonderry (49,307), Bangor (19,706), Portadown 
(16,958), Lurgan (15,964), Lisburn (15,291)—These six main towns and 44 other centres of population 
throughout Northern Ireland comprise an area in which the David Allen poster service has been planned 


to give unusually good coverage. Cleverly sited and impeccably maintained, your posters will command 
exceptional attention in this important market. 


All enquiries to Head Office 


DAVID ALLEN & SONS LTD. 


7 Buckingham Palace Gardens, London, $.W.! Telephone: Sloane 0711 Telegrams: Advancement, Sowest, London 


BELFAST OFFICE : 


58, Howard Street, Belfast. Telephone : Belfast 20409 Telegrams : Dallen, Belfast. 


ATOR WS en et SI 


> a. ee — 2 a" fee wR £2 SS ? yy ie ee oa oo ee 
ar eer 
; - 
| BEAN 
¢ Ss Pee 
; ne i eae Ps oe > 
: * <r DAVID ALLEN ie 
/ oe ne @ fe : 
: is country ria 
7 | = neta ee 
: . niet Jian re kee. ok : "i 
4 nuns @ 2. _ SS £3 a a bo 
_ ge ee, SO Vee oe : ie <7. | 7 
ie ae. \ Pe _ Ve ~— ia — ap eS oS (aa _ . ys BN “ay 4 Pl "hy hg . 
: =i * oman eS ae ~ a B a oe “i 
at ‘ts pegabeiiats = ee oe « ss Wel , Mh. ; cee: 
oa eo 4 Se ‘* Oe SS ie 7 
i a Lr el au am Gis Bt ee eis LenS ts - QB. eet oS . ee Re 
‘3 © ee eee Tare D ORit ae, Aa. Or es. 
ares = ae br . : ~< — iS ve > i s “, Ronee ; “ at ~~ - , ee 
: ’ = | aiceeet gh: ¥ 5 om t “ xa) ae, 8 : aa a - 7 i” H a i 
hoa a= “0, sgl - iS a em “ bale ee. >. ine . 6 - . Reel S| 
be Gi ere We a mR a a 
“ ee ae Se, | Sa Pitre . 
rie | , Ait ‘ ee 1 3 e . 7 et a a. a nk 2. FS 2 % wt : 
eM oe) | a Re orgee LN wag a 
: : _ ©: 7%, heey ae ee ee a ee ‘ , we po 
= | , aN Se Se og / ae att er oe. 7 
¥ | ef “3 ? je So} NY . a aie eg 
> ee abo” oe ‘se. ek 57 Sa a =e. Noe eos oo > ; 
| i A Re rae a. 
25 - Wa sea = Mes ae a i eS ® ten “a toa 2 7 .- : v 4 f ch ey , 
BP , - e - ‘eat J hi a ana) Ac 7 —— L L) . Be) b vag / = Bin ‘ oan bes as, 
‘ q eee oN rr; fa 1 Ts <i = f 3 f F * Ne eS r 1S, ie ne 
ia. F ay | 3 Od i =X i . , ay . = 
ee ln |. ey Re ee ~ Rig “Tat Vaiammay > a 
2. a oe \ ~ nee Ne wee , he : | 
“Meee eA 4 os Mee rome Mes 0°. s 
gape. pee : = ‘ > « 3 - ae x a h 4 A : a=. y a6P 2 : . i; 
i Sa ke Cee | ae 
4 3 Se ah el vt ms t ES a 2: > a , ; Py 
| i ee aes i es ~ - ae he thee 
‘> ree ee A) MP ae a * <) ae moe . <e ~— -~. “Ss el . i 
7 ores = , ae a e.: “ee at _ . ; 4 .. -_ Big vt ek om ay me z ; : 
i ee arg : V ah. 4 oy Pe 1e : gets AD Re . 
ol eo y . ; < , ‘. 
—_ 
a 
Fe Po 
; Fa 
Ss a : 
; SC a 
* a am 
i. 7 
rs 
; 7 " a4 1: 
me) ~— , be 
o> ee omen Sams: st): eee ee le oi ee a whee 


ADVERTISER'S WEEKLY Jory 6, 1950 


~ CHRONICLE 
FIRST 
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First hand reports from Korea printed in the News 
Chronicle last week established and maintained a daily lead 
over all other British newspapers. This outstanding journal- 
istic achievement is still the talk of Fleet Street. 

As soon as the gravity of the situation in Korea became 
apparent arrangements were made for reports from the 
battle area. 

As a result the News Chronicle was able to publish 
stories from Marguerite Higgins, the only correspondent on 

at.to send dispatches to a British newspaper during 


the early stagéot<ehe battle. 
29 years old, Marguer seins is one of America’s 
outstanding foreign correspondents. She “Jotmed the New 


York Herald Tribune in 1942. During the last months o 
war she won distinction as a war correspondent with the 
American Seventh Army on its drive into Austria. 
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IF YOU ask Herbert A. 
Hawkes, president of the 
Master Sign Makers’ Associa- 
tion, what are his hobbies, he 

will tell you: 


— & yi ¥ 
work, and 
golf.” And 
that about 
gives you 


the measure 
of the man. 
Hawkes is 
a person of 
tremendous 
energy, a 
good deal of 
which is 
now devoted 
to his plan—- 
Herbert A. Hawkes which this 
journal = re- 
ported last week—for forming a 
federation of all the organised 
bodies in outdoor advertising. He 
asked some twenty leading mem- 
bers of the outdoor advertising 
industry to a luncheon next 
Tuesday to discuss the project. 
Chairman and managing direc- 
tor of A. Hawkes & Co., Ltd., 
shopfitters and sign makers, of 
Leicester, Hawkes is very much 


Mainly Personal— 


By CONTACT 


a Leicester man. His father, the 
later Arthur Hawkes, was for 32 
years on the Leicester City Coun- 
cil and was Lord Mayor of the 
city; and his two sons, John (who 
was at Dunkirk) and Hubert (who 
was with H.M.S. Ajax) are now 
both in the firm. He himself was 
educated at Wyggeston Grammar 
School and Leicester Technica! 
School 

Hawkes is a council member. of 
the Federation of Associations < f 
Specialists and Sub-contractors 
The Minister of Works appointed 
him to his Specialists Advisory 
Committeé and Industrial Sub- 
committee; and he served on a 
working party at the time of the 
drafting of the Control of Adver- 
tisement Regulations, 1948, in co- 
operation with the Ministry of 
Town and Country Planning. 


2 @& 2 


HAVING, like everybody else 
who heard it, much enjoyed the 
amusing and informal chat given 
recently by the Canadian Miss 
Margaret Brown to the Publicity 
Club of London, I found the 
farewell party which she gave at 
the Park Lane Hotel last week 


42 


trong... 


Pressure 
process 
stage 
into 


proofed 

and 
Only 
Venus 


by patented 
tested at every 
proven leads go 
Drawing Pencils 


MOOTH... 


A patented colloidal process removes 
all grit and impurities—they must 
be smooth 


CCURAWE... 


Accurate through and through—graded 
and tested by experts, Venus Drawing 
Pencils make the right mark every time 


THE PENCIL WITH 


THE CRACKLE FINISH 


WME VENUS FENCIL CO. LIMITED 


COwea 


Perfect PENCILS 


LAPTON ROAD, LONDON, £5 


just before leaving for home, an 

wally friendly and pleasant 
affair. Among the advertising 
people there | was not surprised 
to see Doris Richardson, presi- 
dent of the Women’s Advertising 
Club of London, and Olive Bird, 
immediate past president; for 
Miss Brown (or Mrs. H. J, Byron 
to give her her married name) 
has a high opinion both of the 
Club and of our women 
executives. She herself founded, 
and is a past president of, the 
Women’s Advertising Club of 
Toronto, which has 180 members 
and is not so much a club for 
executives as a craft study group. 

Born in Campbelitown, Argyll- 
shire, Miss Brown went to 
Canada in 1910, and for 25 years 
has been connected with Market- 
ing, the only Canadian weekly 
dealing with selling and adver- 
using, and of which she is now 
associate publisher 


— oe 


BOTH because of the position as 
chief public relations and publi- 
city officer to the British Trans- 
port Commission and because of 
his own notable record, “Jock” 
Brebner was the obvious choice 
to head the Advertising Asso- 
ciation’s Transport and Accommo- 
dation Committee for the 1951 
Conference. And, knowing 
Brebner, one is not surprised that 
he has collected some pretty good 
people round him. 

They include a couple of 
shipping magnates: B. H. Russell, 
who is director and deputy 


_ general manager of the Cunard- 


White Star Line and presides over 
their new headquarters in Lower 
Regent Street; and J. C. Patteson, 
Canadian Pacific's European 
general manager Then there 
are: James Maxwell, Thomas 
Cook's general manager; E. W. 
Wimble, a member of the Board 
of the British Travel and 
Holidays Association and also a 
member of the Hotels Executive 
of the British Transport Com- 
mission; and W. D. C. Cormack, 
Thomas Cook's energetic adver- 
tising and publicity manager 
(he succeeded Keith Shrewsbury, 
who I am sorry to say is not too 
well these days). If these men 
cannot ldok after transport and 
accommodation, I don't quite 
know who can. 


a Te : 
FIRST of Scotland's advertising 
women to become a managing 
director, Miss Jean Reid Hannah, 
who acts in that capacity for 
Simpson & Gemmell Ltd.'s 
agency in Glasgow, has scored 
another distinction with her re- 
cent appointment as honorary 
secretary of the Glasgow branch, 
Incorporated Sales Managers’ 
Association. She is the first 
woman in the city to hold office 
in the branch and is indeed one 
of the two only women members. 

Well-known in business circles 
both North and South of the 
Border, Jean joined Simpson & 
Gemmell as a junior in 1930. 
Returning there after service with 
the A.T.S., with which she held a 
commission during the war, she 
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had barely got back into business 
stride when the death of her 
father, John Hannah, in January 
1946, compelled” her to assume 
responsi- 
bility as 
managing 
director of 
the agency. 

Jean is a 
member of 
the Advertis- 
ing Associa- 
tion, and 
one of the 
first women 
members of 
the Publicity 


Club of 
Glasgow. 
But her 


Miss J. R. Hannah 


energy is by 

no means confined to advertising. 
She is a member of the Glasgow 
Women's Business Club and 
treasurer of Stepps Unionist As- 
sociation. Also she takes a keen 
interest in amateur theatricals, 
being a member of the Pantheon 
Club. Her spare time, she tells 
me, is devoted to golf. 


oe ee 


JUST returned to South Africa 
after his first visit to London 
since his appointment as resident 
director in Cape Town of Intam 
South Africa (Pty.) Ltd. is Paul 
Kihn, who has been familiarising 
himself with personalities and 
set-up at the parent company, 
London Press Exchange. 

Born in Cape Town, of English 
descent, Kihn is a graduate of 


Cape Town University, and a 
medallist in economics. He is a 
former director of J. Walter 


Thompson, South Africa. 

He flew both ways, and his 
visit was necessarily a brief one, 
but he hopes to repeat it next 
year, and to stay longer. It was 
a pleasure to meet him, not only 
because he is good company, but 
because it was refreshing to hear 
his impressions of this country, 
which he feels is really showing 
signs of confident recovery from 
its post-war difficulties. He be- 
lieves, too, that South Africa 
will soon say goodbye to the 
period of austerity through which 
it has recently passed, and which 
necessitated the drastic import 
restrictions that have hampered 
British exporters. > 

Kihn brought greetings to his 
many friends in London from his 
chief, Norman Bower, now well 
established in Durban. 


WEEKS WISECRACK 


“~ 


“No, sir—I am not the 
blimp that is available for 
advertising purposes!” 
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REYNOLDS influences the people who influence buying decisions. 
Because of its ownership, it possesses two unusually powerful sales 
factors : a loyal reader interest, evoking a high advertising response; 
and (what is offered by no other newspaper) a direct link with the 
Co-operative Movement, the nation-wide distributive organisation. 
Tie up your advertising with distribution! Put REYNOLDS high on 
your advertising schedule. 


130 REYNOLDS NEWS 1050 


F. JAMES Advertisement Manager 
Pioneer House « Wicklow Street * London - W.C.I. Terminus 6484 
& 0 AS. G. Member 


Revised rate cards 


for the x 
| 
ST. HELENS REPORTER |. N0 Compe? ‘ UP WE GO! 
and sales of IRISH NE still 


show an upward trend, in- 


creasing its ‘exclusive circle’ 
of non-overlapping circu- 
lation. 


PRESCOT REPORTER 


will be available mid-July 


Average weekly sale Jan.-Dec. 1949 


51,845 


15+ single col. inch 


43.306 
— Drish Dews 


BELFAST 


LONDON OFFICE : 
_ 177-8 FLEET STREET - E.C4 Phone: CENtral 8497 


ONLY ABC papers published from 
St. Helens and Prescot 


Mr. H. C. BLANCHARD, 134 Fleet St., E.C.4 


Telephone: CEN«ral 7620 


73 Church Street, St. Helens 
Telephone: @ lines) 2285 
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REQUIRED by first-class LONDON Acency to take charge of 


the presentation side of a Group working on National Accounts. 


Creative Visualiser 


He will work in co-operation with a Chief Copywriter in initiating 


Ideas and presentation. 
Experience in London Agencies essential. 
This is an important opportunity in a well-known Agency which is 


enlarging its Creative Staff to meet the requirements of increased 


business. 


.... APPLY BOX NO. 81, ADVERTISER'S WEEKLY. 


LEMAN PSHIRE 
cate GRAPH 
*1st 2nd drd es a 


. R BR newspaper reaches the 
RUDGE-WHITWORTH CUP © OVER Scns remote villages and 

on | 9. Ls grate ave the populous centres 
BEST PERFORMANCE ON INDEX =—='yii%2Sc 5. of HAMPSHIRE & 


W. SUSSEX and is 


“ snd x ry b ame. read by every class of 
* RECORD LAP AT 102°8 M.P.H. mei " i gf te! 


Subject to official Cn | aS ‘ag - Bag 4 THE EXAMPLE OF 7 

NAL ADVERTISERS— TAKE SPACE 

ies “pu NLOP AND LET IT SELL YOUR GOODS 
wise 21,967 


LONDON OFFICE : 8S FLEET STREET, E.C.4. Telephone CENtral 2845 
oT URES Member of the Audit Bureau of Circulations since 1932 


THE TYRE FOR ENDURANCE 
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CURRENT ADVERTISING 


Coty For S. H. Benson In September: 


New Lifeguard Cleanser 


ACCOUNTS MOVING 


To S. H. Benson Lid: Coty 
(England) Lid.. from September. 

To Cotman, Prentis & Varley 
Ltd: J. & P. Coats Ltd., manu- 
facturers of threads and other 
sewing accessories. It is under- 
stood that the appropriation for 
this account is being consider- 
ably enlarged. C.P.V. will also 
handle the account of. Central 
Agency Ltd. the organisation 
which handles the sales of 
J}. & P. Coats, and certain pro- 
ducts of other firms, to the 
retailer 

To S. C. Peacock Ltd., Liver- 
pool: Entwistles Ltd.. manufac- 
turers of dog foods and biscuits. 
Nationals 

To Arthur Knight Co., Ltd: 
Pride & Clarke Ltd. motor, 
motor-cycle, and cycle distribu- 
tors, and Graham Farish Ltd., 
makers of scale model railways 
and of fruit-bottle snap closures 
which are to be advertised in 
Radio Times shortly. Both these 
accounts had previously been 
held by the agency 

C. F. Higham Ltd. have relin- 
quished the accourt of George 
Hopkinson Ltd., the furniture 
group which controls Jay's, 
Campbell's, Drage’s. Quality 
Furnishers, etc. The account has 
been taken over by G. S. Gerrard 
Advertising. 


NEW ACCOUNTS 


To S. H. Benson Léd.: Sprinko 
abrasive cleanser manufactured 
by Lifeguard Products Ltd. The 
product was launched this week 
with a half page in the Daily 
Express, and an 11 in. triple in 
the Daily Mail. Campaign con- 
tinues using colour in women's 
journals and in national dailies, 
Sundays and London evenings, to 
the end of November. An intro- 
ductory offer of a rubber door- 
mat with minimum orders was 
made to dealers 

To Service Advertising Co.. 
Ltd.: A special campaign 
through the Central Office of 
Information, for Ordnance Sur- 
vey maps Motoring. motor 
cycling, cycling, rambling, edu- 
cational and specialist journals 
are being used 

To Wilson Advertising Ltd. 
Manchester: Treasure House of 
Fashion (National Sundays) 
Prince of Wales Hotel and Pros- 
pect Hotel, both in Harrogate 
(Nationals) 

To Scott-Turner & Associates 
Ltd.: Mekay shirts (introductory 
campaign using earpieces in 
nationals and London evenings, to 
be followed in Spring by larger 
spaces in an extended media list) 

Silhouette de Luxe, members 
of the London Model Howse 
group (Harper's Bazaar) 


To Arthur Kaight Co. Ltd.: 
Colliers Ltd. chain furnishers 
(Evening News, selected provin- 
cials, and L.T.E. sites).—Mat- 
thews & Wilson Lid.. manufac- 
turing chemists 

To Gee Advertising Ltd. 
Leicester: Petmar Industries Lid 

To George M (Advertis- 
ing) Ltd.: Cassells Mail Order 


NEW_ CAMPAIGNS 


For Reckitts’ new Sanpic dis- 
infectant (a new product in a new 
bottle, under an old name), large 
spaces in nationals and Radio 
Times.—For Royal Desserts, pro 
duct of Standard Bragds Ltd. and 
to introduce Royal Tapioca Des- 
serts, using half pages in colour 
in women’s magazines, Illustrated. 
John Bull and Picture Post.—For 
Kellogg's Corn Flakes, to an- 
nounce introduction of a new 
larger sfze packet, in nationals 
Agents: J. Walter Thompson 
Co. Ltd. 

For Koneray pleated skirts, a 
new Gor-ray product, in Daily 
Express, Daily Graphic, Daily 
Herald, Daily Mail, Daily Mirroe, 
general interest magazines. and 
coinciding with local showings of 
the skirt, in selected provincials 
Agents: Scientific Publicity Ltd. 

For DeKuyper Hollands gin. 
in News of the World, and 
provincial weeklies For 
Martell’s brandy. in nationals, 
Sundays, London evenings, 
provincial mornings and evenings. 
and general interest magazines. 
Agents: G. Street & Co. Ltd. 

For the 12-in. television re- 
ceivers of Pilot Radio Ltd.. in 
provincials in the Birmingham 
area, using I1-in. triples and 6- 
and 8-in. doubles.—-For Jaffajuce 
fruit juice in general interest 
magazines and “class” weeklies 


Special Christmas advertising also 
planned. Agents: Greenly'’s Lad. 
For Rose's Lime Juice, in 
creased appropriation in national 
dailies and Sundays, provincials 
and periodicals to September 
Agents: Graham & Gillies Led. 

For Gilbey’s Listan Pale 
sherry, in national dailies, Sun- 
days, London evenings, women’s 
magazines and general interest 
weeklies. Agents: Alfred Pem- 
berton Led, 

For T. Bath & Co. }-in 
doubles in nationals, provincials 
and gardening Press Agents 
George Murray (Advertising) Ltd. 

For Hotel Plan Ltd.. inter- 
national travel organisation, in 
Evening Standard, using a series 
of David Langdon cartoons 


Agents: C. J. Lytle (Advertising) 
Led. 
EXPORT CAMPAIGN 

For Rothmans cigarettes, in 


Swedish, Australian and Hong 
Kong media. Agents: Graham 4 
Gillies Ltd. 


Have Booked Radio 
Luxembourg Time 


British advertisers who have 
booked time on Radio Luxem- 
bourg for the coming season in- 
clude Ovaltine, Thomas Hedley 
& Co. (for Tide), Curry’s Cycles, 
Lever Bros. & Unilever (for 
Rinso and Wisk) Horlicks, 
Carters Little Liver Pills, Colgate- 
Palmolive-Pect, Mars Ltd. 
Ancient Order of Foresters, and 
Crystal Products Ltd. (for Out- 
door Girl) Negotiations are 
proceeding with othes advertisers, 
to fill one or two vacant times 
All of these have time on Sun- 
days, the peak listering day for 
British audiences Two watch 
manufacturers, Everite and 
Accurist, are taking “spots” to 
give time signals at clock hours 
throughout the day. 


MATHER & 


CROWTHER LAUNCH NEW 


CAMPAIGN FOR BRANDED ORANGES 


Branding of oranges under the 
name Outspan is the keynote of 
the merchandising and advertis- 
ing campaign for the South 
African Co-operative Citrus Ex- 
change Ltd., details of which 
have been announced by Mather 
& Crowther Ltd. 

Advertising which started this 
week and is to continue to the 
end of November, will include 
Spaces in the national and Sun- 
day papers. large circulation 
women's journals, Radio Times 
popular magazines, and trade 
Press 

The campaign is supported by 
a promotional scheme to secure 
retailer co-operation Circular 
letters being sent to members of 
the Retail Fruit Trade Federation 
describe the advertising campaign 


and include a coupon to apply 
for display material, a double- 
crown poster, a stringed banner 
for shop fronts and a price ticket 


In addition, travellers will 
visit retailers to encourage the use 
of display material and to report 
on how it is being received 

Special functions will be ar- 
ranged in different parts of the 
country, again with the co-opera- 
tion of the Retail Fruit Trade 
Federation, anc a colour film on 
the growing, packing and distri- 
bution of Outspan oranges will 


be shown to invited groups of 


retailers 

Outspan advertising will also 
be placed in overseas media in- 
cluding Eire . Switzerland, 
Sweden and Belgium. 
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FOR OIL COLOURS) 
WATER COLOURS 
POSTER COLOURS 


GRORGE ROWNEY & CO LTD 


sxeierneci 


SILK - SCREEN 


DISPLAY 


riestleys 


OF GLOUCESTER, 
"Phones : GLOS. 22281-2-3 
London TEM 7965-6 


CLELAND | 
PACKAGING 


Cartons,’outers and display pieces made 


WM. W. CLELAND LTD 
STAPLE HOUSE, HOLborn 252! 
CHANCERY LANE, W.C.2 & BELFAST 


ee 


AONE» on 


Photographic Enlargements 
__ in all sizes up to 80 aq. ft. in one piece 


The Autotype Co. Led. Brownlow & 
London, W.i3 "Phone ; BALing 20! 
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ADVERTISING SERVICES & SUPPLIES 


| COMMERCIAL ARTISTS} 


Sn the name 
“Good Sttwce 


REPRODUCTION 
SERVICES £70. 


ARTISTS - DESIGNERS - BLOCKMAKERS 


e 


. 
18-20 ST. JOWM ST, LONDON, EC) 


Prec ae ed 


SPECIALIST SERVICE 


iN PERSPECTIVE DRAWINGS AND 
MLUSTRATIONS «OFFERED To 


STUDIOS, AGENCIES & MANU. 
FACTURERS 


Subjects covered 
INTERIORS & FURNITURE PERIOD 
OR MODERN, STILL LIFE, INDUS- 
TRIAL SUBJECTS, DISPLAY ETC. 


by experienced § Artist-Designer 


R. L. TUMELTY 
DA. (MIC), LS.LA., ALB. 


FASHION 
ARTIST 


MARGARET JACKSON 
104 Stainburn Crescent 
Leeds, 7 


on 

go wiuttiple 
* display 

units... 


Agents : From any angle CAS display units 
are the tops. May we quote you for design 
and construction! 


CO-OPERATIVE ART SERVICE LTO 
ta Doughty Street, W.C.1. Het 1411/5707 | 


| PHOTOGRAPHERS — ) 


PUBLISHERS i 


A.C.K. WARE 
(PHOTOGRAPHS) LTO. 
Photographers to leading advertiser: 
and industrialists, in COLOUR and 
BLACK AND WHITE (MAT 0896 
Pomeroy House, Basinghal! St, London, EC 2} 


‘ 


cere! 


morland 
BRAITHWAITE Ltd. 


a Sees erpennas 


PHOTOGRAPHY FOR INDUSTRY 


NIOW ROAD SHEFFIELD | PHONE $2696 


‘MATTACOL 


| DISPLAY PRINTS 
| 


} 
From postage stamp to 
poster in single copies 

or quantities 
. 


LONDON AREA 
ROBERT P. HYMERS LTD 
| 17 Clifford Se. Wt MAY fair 6768-9 


NORTHERN AREA 
} R. DIXON, 13 Curzon Re | 


Stretford, Manchester 


| DISPLAYSs EXHIBITIONS } 


FOR DISPLAYS, EXHIBITION STANDS, 
SIGNS, BULLETIN BOARDS, 
designed, constructed, instailed. by 


TECHNICAL ILLUSTRATION 
Exploded and cut-away perspectives in 
line, tone, etc., for instructional, spare 
parts or advertising purposes 
A Specioliat Service for the engineer 
M.7.D. TECHNICAL ART SERVICE LTD. 
1125 Londen Read, Derby 
Phone Derby 5959S Grams Extruded Derby 


EXCISE THE EXES FROM 
EXHIBITIONING AND 
WINDOW DISPLAY 


20 years of experience in making and 
building stands and window displa, units 


DISPLAD LTo. 
Telephone : Blackfriars 0856 


CHORLEY & LEYLAND 
LANCASHIRE 
Advertise in the Weekly Newpaper that 
cire in over 80% of the homes in 
this prosperous 
The 
CHORLEY GUARDIAN 
and 
LEYLAND ADVERTISER 
ABC 17,061 Dec. '49 
34 MARKET STREET, CHORLEY 
30/32 FLEET STREET, £.C.4 


| MARKET RESEARCH } 


MARKET RESEARCH 
Individual Surveys 
Prepared by 


WALTER WYNN & COMPANY 
40 ST. PETERSGATE, STOCKPORT, CHES. 


ADVERTISING NOVELTIES } 


ew a 


PRESTIGE ADVERTISING 
Callard House, 741 REGENT STREET. WI 
Telephone RE Gert 352! 2877 1 Prested. Londen 


PRESS THE BUTTON AND IT TALKS 
So simple, so appealing The loud 
speaker gives you the sales talk, never 
tires; on duty 24 hours a day. An excel- 
lent advertising medium for Exhibitions, 
Shows, Stores, etc. Used at B.1.F., 1950. 
Full particulers from mokers 
HOLIDAY & HEMMERDINGER LTD., 74/8 
Hardman St., Manch.3 Deansgate 412! 


WE SERVE 


ADVERTISERS 


WITH 


INSCRIBED ARTICLES 
RANGING FROM 
CHEAP GIVE-AWAYS 
TO 
ENDURING GIFTS 
FOR EXECUTIVES. 


ADVERTISING NOVELTIES LTD 
NATIONAL AD-PENCILS 


18/21 CHARTERHOUSE SQ., LONDON, EC! 
Telephone : CLE 7110 


JuLy 6, 1950 
Big Firms 
Sponsor 
School Charts 


The sponsorship of educational 
wall charts for class rooms has 
been undertaken by three large 
firms: Tate and Lyle, Stevens 
and Brotherton, and Elders and 
Fyffes. 

Their three charts, respectively 
illustrating stages in the harvest- 
ing or preparation of sugar, rice, 
and bananas, are published on 
their behalf by Educational 
Productions Ltd.. of Wakefield 
and London—the rice and banana 
charts at a shilling each, the sugar 
one free. 

Measuring 19 in. x 24 in., the 
charts are in three or four 
colours. Elders and Fyffes have 
issued a cyclostyled brochure, The 
Story of the Banana, to accom- 
pdny theirs. 

The only direct advertising on 
each chart is a small announce- 
ment that it has been produced 
for the sponsor. 

Educational Productions are 
planning other charts, one of 
them being for the Dunlop 
Rubber Co. 


Fish Friers May 
Take Local Ads. 


Copies of a composite full-page 
for the Bath and District Fish 
Caterers Association, which re- 
cently appeared in the Bath and 
Wilts Chronicle, have been sent 
to all branches of the National 
Fish Friers Federation. Other 
local branches of the Federation 
are considering running local ad- 
vertising campaigns. 

At the recent N.F.F.F. confer- 
ence at Yarmouth, a resolution 
urging national publicity to en- 
courage the sale of fish and chips 
was passed 


Team Studying U.S. 
Textile Advertising 


An investigation team, sent by 
the Dollar Exports Board to 
America to study the American 
textile industry, has among its 
terms of reference to investigate 
“in particular market research, 
advertising and service to distri- 
butors.” The team returns at the 
end of the month, and a report 
will be published. 


EX-STUDENTS ART 
SHOW 


A group of ex-service art 
students who trained at the L.C.C. 
School of ‘Photo-Engraving and 
Lithography and are now in 
studios or agencies, have put on 
a three-weeks exhibition of their 
spare-time paintings at the Falcon 
Tavern, Gough Square, E.C4. 


| Two exhibitors, J. P. Ferguson 


and P. Compton, have pictures at 
the Royal Academy. 

The organisers are Mr. J. 
Walsh, of West One Studios L a 
and Mr. D. R. Webb, Technical 
and General Advertising Agency. 
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Radio Star For 
Govt. Ad. 


A Radio “star” is being used 
by a Government department in 
an advertisement for the first 
time. He is Ralph Wightman, 
well-known broadcaster on farm- 
ing topics, and the campaign aims 
to recruit labour to the farms. 

The scheme falls into two parts, 
one using weekly insertions in 
selected provincial weeklies 
directed at experienced workers. 
and the other in selected provin- 
cial evenings and magazines to 
attract the inexperienced worker. 
Both schemes are supported by 
small posters and leaflets. Agents 
for the Ministry of Agriculture 
and the Ministry of Labour are 
Graham & Gillies Ltd, 


C.O.1. Exhibition 
For Chicago 


An exhibition and booklet on 
economic recovery in Europe 
have been produced by the 
Central Office of Information for 
showing at the United States 
International Trade Fair at 
Chicago. 

The exhibition comprises an 
introductory feature and 32 free 
standing units, and is suitable for 
touring. After the Chicago show- 
ing the exhibition will probably 
be handed over to ECA. 
Washington, and shown at other 
cities in the US. 


New Scots Company 


A newly formed Scottish com- 
pany is Gregallan Bookmarks 
Ltd., 50 Wellington Street, Glas- 
gow, advertising contractors. The 
directors are Duncan M. Wilkie. 
Allan Fowler. William Mitchell 
and George Baird. 


CLUB NEWS 


London Golf Circle 
To Meet Again 


John Rosswick has organised 
the first post-war meeting of the 
Publicity Club of London goif 
circle, which will be held on 
Wednesday, at Stanmore Golf 
Club. Trophies have been pre- 
sented by George McLellan, of 
the Boro Billposting Co. (the 
McLellan Cup, and a runners-up 
prize), and by Richard Lonsdaie 
Hands (cups for an afternoon 
foursomes competition). There 
will be optional sweepstakes on 
the morning and afternoon 
rounds. 


Major-General W. S. Tope, re- 
cently retired as chief of the 
Corps of Royal Electrical and 
Mechanical Engineers, is presi- 
dent, Publicity Club of Wolver- 
hampton for 1950-51. 


Regent Advertising Club tele- 
phone number has been changed 
to Trafalgar 4240. 


An extraordinary meeting of 
the Aldwych Club Ltd. will be 
held on July 10, after the annual 
meeting. 
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ADVERTISING SERVICES & SUPPLIES 


|_SIGNWRITING } 


| GENERAL PRINTERS 


‘Liettering 
“wepettem i 
<.onoon INDUSTRIAL ART LTD 


"52, sutbitee Place SWI Tel FLA O8le 
conven ort. roe tee SO 


3 out of every 4 SITES 
in BOLTON belong to BLEAKLEY’S 
BLEAKLEY’S 


your problem 
iS OUR BUSINESS! 


We have the plant, crafts- 
men and enthusiasm for 
high-class trade printing 
Why not talk over your 
print problem with us? 


F.W.WHITE& CO 
Trade Letterpress & Litho Printe:s 
ALBION HOUSE, NEW NORTH ST. 
THEOBALDS AD. WC! WOL 8427 


| PROCESS ENGRAVERS j 


SCOTTISH STUDIOS & ENGRAVERS 


offer 2 umque & ¢ 


AB Seoresh P ' 
1% CLYOE ST. GLASGOW 


SUN ENGRAVING Co. Ltd 
Orhan Commies Groen 
ENGRAVING 


| PACKING j 


DESPATCHING 
SHOW CARDS? 


We pack and despatch 
Showcards—Displays, etc. 
Any Shape, Size or Quan- 
tity at the most reasonable 
cost and with the utmost 
speed. Write or phone 

E. CHRISTIAN & CO. LTD. 

10a De Beauvoir Square, N.! 

Clissold 3463 


\_BLocks & pies} 


BRASS BLOCKS & DIES 
Brass blocks for Foil blocking on 
card or plastics. Bronze ‘cutters 
for cutouts. Cutter crush dies for 
showcards etc. Stee! dies for metal 
NOBBSS & AYCKBOUAN 
14 CLERKENWELL GREEN, £.C! 
GE “74 Get 8 yer 


__ Process SUPPLIES 


| SILK SCREEN PRINTING ] 


hela: ia 


* CANT | 
20 rae 


Disploy Artists 
Silk Screen Printers 


Ha esa 
ADVANCE 


PUBLICITY 
LIMITED 
149 WARDOUR STREET 


LONDON, WI 
GERRARD 8236 


ASSOCIATED 
ARTCRAFTS Ltd. 


PLENDER PLACE, CAMDEN TOWN, H.W.! 
EUSeon 14167 


EXHIBITION 
STANDS 
WINDOW © 
DISPLAYS | 
INTERCHANGEABLE 
METAL LETTER SIGNS 


SILK SCREEN 
PROCESS PRINTING 


| SILK SCREEN MATERIALS } 


PLATE PROTECTOR 
SAFEGUARDS 
PROCESS BLOCKS 
TYPE FORMES Etc. 
AGAINST DAMAGE 
IN TRANSIT 
AND CORROSION 
FOR AN 
INDEFINITE PERIOD 
Simple to use ond very econom:cal. 
Smo!) sample supplied on request 
THE $.0. SYNDICATE LTD. 


44 EARL 5T., FINSBURY, LONDON, £.C.2. 


Telephones | % ‘ 
BISHOPSGATE iswoeecor, 
681) 6812 SS FIMSQUARE, 
7001 LONDON. 
_—_—_—_— 


SILK BOLTING CLOTH 
COTTON ORGANDIE 
RAYDON SCREEN 
COLOURS & SCREEN 
PRINTERS’ SUPPLIES 


GEORGE HALL 
(SALES) LTD. 
111 Wellington Rd. South 


nee | 
Telephone Stockport 3375 
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ADVERTISER'S WEEKLY 


We Hear— 


THAT R. E. Simms, director of 
Central Advertising Service Ltd.. 
has been selected as prospective 
Conservative candidate for East 
Willesden. At the last election he 
serene Sir Stafford Cripps at 
S.E. Bristol. 
* * * 
THAT the Incorporated Society 
of British Advertisers is asking 
appropriate commercial concerns 
such as accident insurance 
offices and: car, motor cycle, and 
accessory manufacturers—to in- 
troduce a Road Safety message 
into their advertising and publi 
city material. 
* * * 


THAT Roger Falk, director- 
general of Betro, is in Sweden. 

* * * 
THAT Ernie (BE. W. H.) Savill 
wishes to thank all those who 
sent messages of congratulation 
on his completion of fifty years 
with the Daily Mail, of which be 
is assistant advertisement mana 
ger. 

* - . 
THAT John Marsh, of KR. M 
Lester & Associates, spoke to 
Marylebone Rotary Club on 
“Public Relations and the Busi 
ness World.” on Thursday last 


WANTED 


THAT W. J. Brown, former M.P., 
will be a guest at the Publicity 
Club of London public speaking 
section dinner, at the Connaught 
Rooms on Friday, July 14 

* * * 
THAT consumer advertising for 
a new Vick large “Family Size” 
jar is to start in September 
Agents are Lambe & Robinson 
Ltd 


* * * 
THAT A, P. McAnally, an asso- 
ciate director of Pritchard, Wood 
& Partners, and head of the 
agency's market research depart- 
ment, has contributed an article 
on advertising to the 1950 
Chambers’ Encyclopedia 
* * * 
THAT the space buyer of one of 
the smaller agencies is going to 
move the mat (for kneeling pur- 
poses) back to his side of the 
desk! 
* * o 
THAT Wallace Meyer, president 
of Reincke. Meyer & Finn, the 
Chicago advertising agency, ac- 
companied by his wife, will arrive 
here to-morrow (Friday) aboard 
the “Empress of Scotland.” He is 
on a holiday visit and will also 
go to the Continent 
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Experience and specimens to 


ART DIRECTOR 
GEE ADVERTISING LTD. 
Welford Road & Carlton Street, Leicester 
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When Batile & Partners Lid., of Bristol, held their staff outing to 
Bournemouth recently, they stopped at Bere Regis, to visit the water- 


cress beds where 


Sylvasprings watercress is grown, for which the 
agency has produced a point-of-sales scheme. 


The picture includes 


the directors of both companies 


THAT Frederick Waddington of 
Leonard Hill Ltd., manager of 
Food Manufacturer and Muck 
Shifter, is acting as honorary pub- 
licity officer for the Fleet Street 
Players’ annual N.A.B.S. show at 
the Portune in November. 

* * * P 
THAT G. A, T. Burdett, adver- 
tising manager to the Dowsett 
group of companies, is again 
spending part of his holiday as 
Air Traffic Control Officer in the 
R.A.F.V.R. at Thorney Island, 
Hants 

. * 

THAT the staff of V. Pethick 
Ltd. held their annual outing to 
Oxford last week The pro 
gramme included a trip down the 
river and a cricket match 

. * * 
THAT an American firm is test- 
ing skywriting which is luminous 
at night 

* * * 
THAT Mary Grieve, editor of 
Woman, is the new president ut 
the Women’s Press Club of Lon- 
don, She succeeds Rebecca Wesi. 

* * * 
THAT Arthur Knight Ltd., thirty 
year old advertising agency 
bombed out in Chancery Lane in 
August 1940, has made such a 
complete recovery from its war- 
time misadventures that its turn- 
over has now reached and topped 
pre-war figures. And 

* * * 
THAT it is moving from Black- 


| friars Lane to new and larger 


offices at 105 Baker Street, W.1. 


| where friends will be welcomed 


from July 17 onwards. A house 
warming party is also in the 
offing 
* * 

THAT Arthur Knight, chairman 
of Arthur Knight Ltd., has just 
been awarded his Sussex County 
“Cap” for bowls. And 

* * * 
THAT Simon Bros. & Co., Ltd., 
clients of the agency, whose prin 
cipal monopolies are Courvoisier 
brandy and Moet and Chandon 
champagne, have greatly im- 
creased their appropriation 

. . . 


THAT the GPO. correctly 
delivered to Carmelite House, 
Fleet Street. a letter addressed 
to “Cromer Light House”— 
obviously through a misunder- 
standing of the pronunciation 
The contents were intended for 
the advertisement department of 
Northcliffe Newspapers Group 


THAT Harry Alan Towers flew 
to New York on Tuesday, the 
first stage of a lightning trip in 
connection with his Canadian 
and American companies. 
* * * 
THAT B. Ostrick, free-lance com- 
mercial artist, has been presented 
by his wife with a daughter. 
* * * 


THAT G. Narasimhan, general 
manager of The Hindu (Madras) 
and Sport & Pastime, two of the 
publications of Kasturi & Sons 
Ltd., of which he is a director, ac- 
companied by Mrs. Narasimhan, 
arrived in London by air from 
Madras last week. And— 

* . * 


THAT they journeyed with 8S. 
Parthasarathi, son of the manag- 
ing director of Kasturi & Sons 
Ltd., Kasturi Srinivasan. 

* * * 
THAT the Brighton branch of 
the Printers’ Pension Corporation 
has been nominated to receive the 
proceeds of the Daily Herald 
Brass Band Summer Festival at 
Brighton on July 15. 

* * * 
THAT publication of a brochure 
by Middlesbrough Accident 
Prevention Council has been 
delayed by six months owing to 
lack of advertisers. Canvassers 
for the town’s publicity brochure 
had reached them first 

* +. * 
THAT a Chicago mail-order firm 
selling “geiger counters” adver- 
tises: “Wear one in your belt. It 
is the atomic age ‘super sniffer.” 
It noses out radio-active ore 
de posits wherever radiation 
reaches the surface of the 
ground.” 


ADVERTISING 
DIARY 


July 10. 
Atpwycn CLUs annual mecting 
Tuesday, J i. 

Poesucrry or Noaern 
Coope & 
Burton-on-Trent 


dinner. Sir Alan Herbert presenting 
Leon Goodman Cup. Connaught 


ADVERTISERS 
auction lunc 


Newsparrre AND 
Gourma Socrwrty 
Savoy Hotel 

National Apvertisinc § Benrv- 
ouent Socrety annual meeting, 62 
St. Paul's Churchyard, EC4 
ednesday, July 1 

Newsparer AND ADVERTISERS 
GourinG Socrery summer mecting 
Walton 
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Jury 6, 1950 


Biro Pen Case 


Appeal Court 


Appeals arising out of an 
award of damages totalling 
£17,966 12s. 6d. for alleged breach 
of contract concerning advertising 
and publicity in respect of the 
Biro pen were before the Court 
of Appeal on June 29 and suc- 
ceeding days 

The award was made by Mr. 
Justice Jones in the King’s Bench 
Division in favour of Inter- 
national Publicity and Adver- 
tising Ltd., known as LP.A., and 
Mr. Christopher Ernest Whistler 
Mackintosh, chairman of direc- 
tors, against Sir Henry Lunn, 
Ltd., travel agents and sellers and 
distributors of the Biro pen, and 
Mr. Richard Coit, vice-chairman 
of the board of directors of the 
Miles Martin Pen Company Ltd., 
and of Lunn Ltd 

The agreement in respect - of 
which damages were claimed was 
executed on November 27, 1946. 

Mr. Justice Jones awarded 
£12,966 12s. 6d. against Lunn 
Ltd. for breach of contract, and 
an additional sum of £5,000 
against Mr. Coit who was alleged 
to have procured the breach 
Judgment was given for the Miles 
Martin Pen Company, who were 
also defendants. 

Mr. Colin Duncan, appearing 
for Lunn Ltd. and also for Mr 
Coit, said that they were appealing 
on the ground that they were 
not liable, and Lunn Ltd. wanted 
to be heard on the question of 
costs. The plaintiffs were appeal 
ing against damages only, saying 
that the judge had not given them 
enough. Counsel contended that 
on the true construction of the 
contract between LP.A. and Lunn 
Ltd. there had been no breach. 
and that it was impossible to find 
in the plaintiffs’ favour without 
implying a term which no court 
would imply to establish a breach 
In any event, he contended, 
plaintiffs were not entitled to 
retain the £4,800 a year remunera* 
tion which was provided for in 
the contract, and they were not 
entitled to the £1,000 which the 
judge had awarded as damages 
for what he described as loss of 
opportunity of obtaining other 
advertising. The contention on 
behalf of Mr. Coit was that there 
was no evidence or that it was 
wrong to hold that Mr. Coit 
procured a breach of contract by 
Lunn Ltd., and that in any event. 
the damages were misconceived 

Mr. Kenneth Diplock. who also 
appeared for Mr. Coit, arguing 
the question of liability, said that 
if there was a breach of an 
implied term of the contract, the 
only term which would give the 
plaintiffs a right of action in 
respect of what happened was the 
term which the judge put in his 
judgment. That, counsel sub- 
mitted, was not a term which 
could be implied. It was an 
express term which was not in 
the contract and it meant re- 


writing the contract and making 
a fresh contract altogether 

With regard to the allegation 
that Mr. Coit procured a breach 
of contract by Lunn Ltd. by 
inducing the pen company to 
renew their contract with C. J 
Lytle & Co., counsel argued that 
to establish this case it had to be 
shown that the act procured was 
unlawful on the part of the person 
procured to do it, that it was 
procured by Mr. Coit and that 
he was aware that it was a breach 
of contract 

This case had not been, counsel 
contended, and could not be 
established against Mr. Coit, on 
the facts which had been proved 

Mr. Gilbert Beyfus, on behalf 
of the plaintiffs, argued that there 
was no need to import any 
implied term into the contract 
and that on its true construction 
the plaintiffs were entitled to the 
advertising of the Biro pen for 
five years 

The hearing was adjoutned 


AFTER BUSINESS 
HOURS 


“ Tartuffe” 


(Lyric, Hammersmith) 


Miles Malleson has not merely 
translated Molitre’s words into 
English, he has translated his 
characters across three hundred 
years (and the English Channel) 
without their sustaining even 
suggestion of damage. Although 
the players wear the costumes of 
1664, they are the sort of people 
who are completely understand- 
able, and enjoyable, to an 
audience of 1950 

Under the direction of Allan 
Davis, the Bristol Old Vic Com 
pany makes much of this story 
of a hypocrite who after ingratiat 
ing himself with the head of a 
family, ohgains authority to turn 
them out of their own house 
George Coulouris, as Tartuffe, is 
a most satisfying villain. Through 
magnificent story telling he is led 
to a dénovement which would 
have been naive but for the 
clever insertion of a prologue, 
adapted from Moliére’s “L’Im 
promptu du Palais Royal.” 

JES 


“A Streetcar Named 
Desire ” (Aldwych) 


Betty Ann Davies has replaced 
Vivien Leigh as the neurotic 
Blanche, and Frances Hyland has 
taken over from Renée Asherson 
as Blanche’s married sister, with 
out any diminution in the enter- 
tainment yalue of this much- 
discussed play. Bonar Colleano 
continues his powerful perform- 
ance as Blanche’s brother-in-law 

—D.H 


ADVERTISER'S WEEKLY 


Before How do you Keep 


your blocks? 


Many experienced advertising men contributed their knowledge 
of the industry to the design of the “Hyde” Block Cabinet. 
Without any doubt, the perfect medium for the storage of 
printers blocks has been achieved with the production of the 


“HYDE? ALL-STEEL 
BLOCK STORAGE 
CABINETS 


Total storage area over 8,000 square ins. 16 dust 
2 inches deep, sprayed on inside with green enti 
ing the face of the block 

does not sustain any 

damage Drawers are 

security fastened, allow 

ing for complete expo- 

sure without risk of spill 

ing. Cabinet dimensions 

3% in. high, 18 in. deep 

33 in. wide. Write for 

details or visit Show- 

rooms 


roof drawers 
fibre ensur- 


* 


RANDALRAK LTD 


PADDINGTON GREEN WORKS 

LONDON, WwW. 

AMBassador 166! (6 lines) 

106, VICTORIA ST. 
Vic 4238, 3485, 


Showrooms - 
LONDON S.wi 


Stroud News 


and Gloucester County Advertiser 


A weekly newspaper whose coverage of 
the residential, agricultural and manufac- 
turing area lying between the Severn and 
Thames is unexcelled, and whose readership 
forms a fair cross-section of the British 
Public 


Advertisement Rates etc. from Head Office: George Street, 
Stroud, Glos, or 25-28 Fleet Street, E.C.4. ra 4438 


LARGEST NET SALE IN KENT 


KENTISH TIMES 


SERIES OF EIGHT LOCALISED EDITIONS 
A.B.C. CERTIFIED NET SALES WEEKLY 


80,528 


The weekiy average of smal! classified advertisements is 1.249 
Ane 249 inches, equalling $1 columns 


Advertisement Flat Rate 20/- per s.c. inch 
TIMES BUILDINGS SIDCUP Tel.: Foots Cray 3077 (3 lines) 
London Office: 329 High Holborn, W.C.1 Tel.: Holborn 2730 
else at Bromley, Orpington, Eltham, Bexleyheath, Erith and Dortford 
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ADVERTISER'S WEEKLY 


HARPER) 


ADVERTISING 


7 @ll 


Blotters * Diaries ‘ Calendars 
Write for list 


D. HARPER & (0. LTD. 


258/262 Holloway Rd. - London « N.7 
Phone: NORTH 3622 


CANNOCK CHASE 


POPULATION OVER 65,000 


CANNOCK ~ 
WEEKLY NET SALE OVER 1S000@ac) 


WEAO CFFICE CANWOCK STAFFS TFL 2225 
LOWDON. GO.FLEET STREET TEL CEN 7500 
Ke: BROCHURE ON REQUEST 


NGHAM) 


Birmingham STE. 4235 


DISPLAYS 
EXHIBITIONS STANDS 


MERCURY 


DISPLAYS LTD. 


245 VAUXHALL BRIDGE ROAD 
vt roma: S.W.1. TEL. VIC 0912.3 


EXHIBITION STANDS AND 
DISPLAYS OF QUALITY 

T. BOBINSON 
STUDIOS, LIMITED 


172a Plough Rd., Battersea, S.W.! 
Tel. Nos. Battersea S300 & 4886 


ROTAPRINT & MULTILITH USERS 
We offer you a speedy Photo-Litho service 
that is second to none. Our speed is 
your asset 
for QUALITY and RELIABILITY 
"Phone Shoreditch 3942 
VARILITH SERVICES LIMITED 
D Academy Buildings, Fanshaw Street, N.! 


| PUBLICATIONS NEWS AND NOTES 


| New Aluminium 


| Trade Journal 


Believed to be the first periodi- 
cal in this country solely devoted 
to aluminium, Aluminium Trade 
News will appear in October. It 
will be printed by Tresises 
(Printers) Lid., Burton-on-Trent. 
and published by Alumen Litd.. 
London, on a subscription basis 
t 24s. per annum. First printing 
will be 5,000 A direct mail 
promotion scheme is now being 
carried out to ensure that the first 
issue is sold out. Size will be 
9} in. x 74 in. and the white 
art-paper cover will carry a blue- 
and-silver title panel 


Redesigned Cover 
For Poultry Paper 


With this week's issue, Modern 
Poultry Keeping has modernise! 
its front cover by re-designing th. 
title heading. The title now ap 
pears in an elegant drawn script 
replacing the former rectangular 
tint panel with the wording in 
Gill extra bold. The title space 
has been degpened, to give a 
lighter appearance, and a small 
illustration of a cockerel has been 
embodied 

Modern Poultry Keeping is the 
official organ of the Poultry As- 
sociation of Great Britain, and as 
such enjoys a wide circulation 
among poultry breeders, com- 
mercial egg producers and many 
small poultry owners throughout 
the country. It makes the claim. 
which has not been challenged. 
that it averaged more column- 
inches of advertising space dunn, 
1949 than any other poultry 
journal. 


July 7, The Builder wil! 
publish a special, enlarged issue 
entitled “Canada, 1950." With 
a foreword by Mr. C. D. Howe 
Canadian Minister of Reconstruc- 
tion, this will tell the British 
manufacturer of building mater- 
ials what Canadians really want 
from him, and how he should go 
ibout selling it to them The 
information was obtained by Mr 
1. Murray Leslie, editor, and Mr 
John B. Peaks, executive director. 


On 


addition to its normal! circulation, 
The Builder will on this occasion 
be distributed to about 2,000 
architects, builders, builders’ 
merchants and engineers through- 
out the Dominion 


With its” July Issue 
Rayon becomes 
and Rayon Record, thus teduaion 
it into line with other publica- 
tions of Thomas Skinner & Co 
(Publishers) Ltd.. and avoiding 
confusion with other British and 
American textile papers 


Print order for the Summer 
number of Blighty, on sale July 
12, is 350,000. . Issue will com- 
prise 56 pages, cight in full 
colour During the past four 
years, net sales of the magazine, 
which sells at 6d., have increased 
from 75,000 to 188,000 


Books and Authors a “re- 
view of modern literature”-~is 
a new monthly published by 
Vincent Jarrard & Co. A num- 
ber of noted writers, four of 
whose portraits provide a vertical 
strip on the cover below a 
yellow title panel, contribute. Of 
the 48 pages plus covers, some 
ten are advertisements, all from 
publishers, Size, 8} in. x $4 in.; 
price, Is. 3d 


From October 1 the column 
length of The Ulster Farmer wil! 
be increased to 10} inches, and 
there wil! be four columns to a 
page instead of three The new 
column width will be 124 ems 
The previous advertisement page 


= and 
Silk 


JuLy 6, 1950 


rate, based on 10,700 nett sales, 
cost 30s. per page per 1,000. The 
new page rate is based on 
14,662 nett sales and costs 27s. 5d. 
per page per 1,000. All existing 
contracts will be honoured at the 
present rates up to December 31 

The new rates will operate on 
all contracts from January 1, 
1951, and contracts which expire 
between October | and December 
31 will be renewable only at the 
new advertising rates. Will 
Kitchen Jr. (Magazines) Ltd. are 
the London advertisement mana- 
gers. 


The 1950 annual special issue 
of the Chemist and Te 
vives a pre-war feature of drug 
trade journalism. Containing 328 
octavo pages plus covers, it has 
261 pages of advertisements, 
many in colour, and colour is 
also used in many of the illustra- 
tions to a wide range of articles. 


With every copy of the July 
Industrial Equipment the 
publishers (Shaw Publishing Co. 
Ltd.) send a tri-lingual letter— 
English, French, Spanish—point- 
ing out to overseas buyers the ad- 
vantages of the BIE. Service & 
Enquiry Bureau, which without 
fee acts as the introductory 
medium to British manufacturers. 
A 44-page issue carries advertis- 
ing on 21 pages. Nine of its 
editorial pages present a repre- 
sentative survey of new and 
recent developments in mechani- 
cal handling. The fully illustrated 
Industrial Equipment Survey 
suggests that Britain still retains 
supremacy in a wide variety of 
plant, tools and accessories 


Legal and Gazette 


New Co i 
ew mpanies 
aod Night Gleme Le., “ Dean 
Newcastle-on-Tyne 
£1,000 Manufac turers 
dealers in iituminated and S ae signs 
Directors Wilson Carruthers 


and A. Hay 
Hay Co, Lad., 
WC2 Nomina! 


) pesetting 
Strand 
Hayward 


Directors: W 


Essex Street. 
capital: £3,100 
and J. Grigson 

. . 3 Panton 
Street, Haymarket, W.1 Commercial 
display and general artists and designers 
Nominal capital; £100. Directors D. § 
Gore and rm. M. Gore 


Nominal capital 
M. Bell and F 


Date 
capital 


Street 
£1.000 


Liverpool P 
Director: T. I 
aa.. | 


“ 
Terrace, NI 
Directors: J 


Nomunal! capital 
Tomkins and P 


£1,000. 
Sieber 


Alumen Lid.. 199 High 
Printers. publishers a 
magazine proprictors Nominal capita! 
£100 Director 3. H. Cash 

(The above-mentioned particulars - 
new companies recently registered 
— from the Daily Register complied 

dordan and Sens, Lid., Company 
eguation Agents, = = Lane, 
Lent, 


Road, N.22 
nd 


WINDING- Ur P ‘ORDER 
Gaimssorovucn Pustisuine Co. Lrp., 
23 Prince Albert Street, on, Sussex. 
Winding-up Order June 15 


NOTICE OF INTENDED 
DIVIDEND 


Twentiets Century Apvertistve Lrp.. 
111 Kilburn High Road, N 
agents. No. ¢ 
7 t© Cranes Lesure Wataen 
Street ames's, S.W.1 


by means of an exhaustive, fact- 
finding tour of Canada In 
$ \OWCARDs 
o”. NeOSTERS as 
ig ye 10 ANY ‘ol 
La = 
SILK neo ARTS Lt 
97 SHIRLEY ROAD cROvDON 
ao SCOMBE 314 Pe 
HIGHEST GRADE SPEEDY SERVICES 
CLEAN © SHARP 
CRAFTSMANSHIP 


\ EXPRESS & 
DELIVERY 


| | THERE 1S WO SUBSTITUTE fot EXPERIENCE 


.. 


r 
“For Greater London &Surrey Chenpetges” | 


Crovidon 
Times 


SERIES 
Tel. Croydon 3434 


104 HIGH ST., CROYDON 
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ADVERTISER'S WEEKLY 


r CLASSIFIED ADVERTISEMENTS 


f x : (Continued from page iii of cover) 
deals with every phase of the textile | APPOINTMENTS WANTED BUSINESS OPPORTUNITIES 
ENTHUSIASM, ability, two SMALL, well cstebliched Adcivertixing 
industry. A first quality publication that 


duction experience 
must be on your ad isi Y 
. - ware "8 schedule Box 09 Ad. Weekly 160 Ficet St Rea 


when you sell to the textile manufacturers. im: | tn aorta a 


the trade, wishes to joi large agency 

or commercial firm : Betic persvan 

EMMOTT &@ CO LTO. 31 KING STREET WEST. MANCHESTER 3 a Box . C4 willing to take "Pando 
| developments 


write in first instance to William 
10 


retive ee 


to taking staft 
Box 53 Ad at 180 Fleet St BCA 


Moking Good Impresion 
THE WAYFARER PRESS | ARTIST DESIGNER with experience YOUR cosTs 


14 HIGH STREET, WINCANTON, SOMERSET Advertitag Managers 


is fully equipped to give you prompt, efficient 


service and sure satisfaction at economical prices. Vice for Close, Plastics and Dusplay ideas 


ae rend Bp wrep +4 r pee ern An | _ Duke Street, c c=! tw. . UNIVERSAL SIGN ERECTORS 
e e Vv u 3 
, sieapeabaea ded ge rege For All Outdoor Publicity 


Ask for our representative to call—Phone Wincanton 2301 BIT wf «medal nore 233 Clapham Road, 5.W.9 
LONDON SERVICE at COUNTRY RATES 1ON we with to do 0 belo tree Brixton 427! 


lancing to produce these 
Leceers only please, to Art ADVERTISING STUDIO PUBLISH - 
THE Director, Perry Press Pro- id. Liab Co with very wide 


SIDE a wih 408 Strand, sz ver availabe now t 


Che Merthyr Gxpress — 


At well Bei Cost PRINTER, (jlasgow, requires weekly or 


Pontypridd Obserber | ||srsrsss|| Eerie nen 
Series 


WEEKLIES CIRCULATING CERTIFIED pn aes pty t 4, 4-4 - Ay 
IN THE INDUSTRIAL NET SALES Rox 03 Ad. Weekly 140 Fleet St BCA 
VALLEYS OF WALES EXCEED , 4 ° 


STUDIO ACCOMMODATION 
om — studio av 


| Maximum light 
| 12 i, STEEL TYPE Rules, rusties. Rend Zit pee cane. inclusive. No 
7s. Folding Steel or. 6d. p.f. Bucelsior ts 
he 41 Farringdon St., EC Boa 80 Ad. Weekly 160 Fleet St BCA 


® POSTER SITES __tvoes_| 
owe caeede 


EIUIGNEAIN CIEE || couery sosouen ||| sun cummnle dat 


ACTUAL BUYERS BY MAIL— 
OF CROYDON Wheat have you to sell? 


Added Value to Your Offers are invited for the com- All information guaranteed correct from 
i 1949/50 sales 65.000 women agents who 
Posters with our pilation, production and issue, sell dresses, full or part-cime. 200,000 
without expense to the Corpora- 1949 nee of eee @ alee 
| men : wyers ofa 
Ornamental Gardens tion, of an official street direc- #% book on the secislogical aspects of 
| | tory for the Sorough—prefer- sex. 81,000 buyers (including some 
HENDON BILLPOSTING COMPANY. ably one containing an alpha | | | ats) Salam teres of auomery 
H. &. ORME LTD. betical list of residents. Offers— uséd by publicity men. 25,000 buyers of 
indicating the price at which plows Ay Cartan 200,000 inquiries 
copies would be sold to the | | | sansa 'ajnmovement Sous 
public—should be sent to me by literature, philosophy, 4,000 


i interested in philosophy 1 of 
GRANTLEY’ suv aan, W000 wanes Ach chews echar 
S j G N Ss —. TABERNER pained Was Wt saad enter Caae. All 
4 ’ ° payments service in sterling 
SUPPLY 7 : RENOVATION ‘LONDON i THEATRE Town Clerk. currency 
REGINA STUDIOS (SIGNS & DISPLAYS: 0 PROGRAMMES Be R. AYNSLEY COOPER, 


Villa Road, Post Office Box 136, 
; sotren sone0 mane rears aaa qt le =e P - ; we 
meets aetna 9 on dy A é PICCADILLY W.!. REG. 2554 | ' . Associate American Chamber of Commerce 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


PUBLICITY ASSISTANT 


rict. Small de 


, Print, Package 
good English, prepare quick visuals 
mark up for typeset 
proofs accurately 
locks. Write 
experience since i 
Box 37 Ad. Weekly | 


Design 


school to 


20-22) re- 
ied for Oil Company in Manchester 
rtmem with wide 
variety of work including Press Adver- 


” order 
iving full details of 


Fleet St BCA 


CARLTON ARTISTS 
LIMITED 
require 
THREE 
experienced 


LETTERING 
ARTISTS 
3 - S year 
contracts 
offered 
telephone or write 


Carlton House, Gt. Queen St. W.C.2 
HOL. 4041 


BICC Publicity Depargment (London 
require en Assistédht Copywriter 
Experience in electrical engineering an 
advantage but main qualliiesion i» 
ability as Copywriter. Post is permanent 
and offers scope for man keen to work in 
industrial advertising b-day week, 
Qoasien scheme, canteen facilities 

rite grins full details of experience 
and salary required to St Officer, 
British Insulated Callender’s Cables 
Limited, 21 Bloomsbury Street 
London, W.C.1 

PRINTERS INVOICE CLERK (Male 
for City printers (Old Street area) 5-day 
week 9 to 5.50 p.m. Experience not 
necessary if quick at figures 
own handwritin Sv cmpat 
sideration if holidays already fixed 
Box 66 Ad. Weekly 180 Pleet St BC4 


McCANN-ERICKSON 
ADVERTISING LTD 


REQUIRE ANOTHER 


LAYOUT 
ARTIST 


WRITE 


110 JERMYN STREET, S.W.! 
Whitehall 5411 


TECHNICAL COPYWRITER required 

by « > Midlands engineering firm, 
to assist Publicity Manager in prepare 
tion of leaflets, catalogues, and gencral 
write-ups for Press, covering turbines, 
transformers, electrical rotating 
machinery, switchgear, etc. Applicants 
should have Engincering technical train 
ing and should state full qualifications, 


experience and salary red, to 
Box 45 Ad. Weekly 180 Fleet St BCA 


’ Phone 


APPOINTMENTS VACAN 


A LEADING AGENCY has « vacancy 
for an Assittant in the space buying 
department. The position calls for some 
knowledge of space buying routine. 
speed and accuracy with figures and 

vility to handle detail, Future pros- 
pects of the job are bright for the right 
person and real progress is assured in 
return for conscientious work 
Box 44 Ad. Weekly 150 Fleet St BCs 

LIVE AGENTS required w handle 
exchusive Sa especially for 
the Christmas tr High rate of 
commission offered. Apply in first in 
stance to N. Taylor Ltd, 76 Green 
Read, Winton, Bournemouth 

VERY PROGRESSIVE FIRM of Toy 
Manufacturers require Assistant De- 


signer; 22-26; capable of creative 
work and versatile in all forms of com- 
mercial art design; must have good 


tion processes; excellent opportunities 
of vancement for right man, ideal 
conditions, modern factory; 
Full details past 


WANTED 


by old established Advertising 


Agency 
First-class PRESENTATION 
MAN capable of originating 


ideas and presenting them in 
fair visual roughs; to work in 
conjunction with outstanding 
copywriter working on a variety 
of accounts. 

Good remuneration for ability. 

Also required JUNIOR 
ARTIST for roughs but capable 
of some finished work. Salary 
according to experience and 
ability. 

All replies in strict confidence 
to 


Box 74 

Advertiser's Weekly, 160 Fleet St., E.C.4 

ARTISTS (Free lance) of proven ability 
are invited to call with selected speci 
mens any day between 10.50 and 12.50 
Marshali Hardy Lad., 211 Piccadilly, 
Ww. EG. 744 

PUSLISHERS of ambitious new 
monthly magazine covering non-ferrous 
metal industries require established 
space and circulation agents on gene 
rous commission basis in chief regional 
centres Excellent prospects First 
publication October Unique oppor 
tunity to get in on the ground floor 
Box 77 Ad. Weekly 180 Fleet St BC4é 


STAFF ARTIST 


The School of Authorship has a 
vacancy for a young lady artist 
on its staff. The post is inter- 
esting and offers excellent pros- 
pects to a competent and quick 
worker who is a goud general 
illustrator. Please write in the 
first instance, giving particulars 
of experience to The Principal, 


School of Authorship Lrd., 
Gloucester House, Charing 
Cross Road, W.C.2, marking 


the envelope ‘‘Staff Artist’’ 


your Classifieds 


REPRESENTATIVE 


| | A vacancy occurs on Modern 
Transport Publishing Company 
Limited for a young experienced 
SPACE Seller. Make and main- 
tain contacts. Sound prospects 
for man able to use initiative. 
Write stating age, experience to 
the Advertisement Director, 
Modern Transport Publishing 
Company Limited, Norman 
House, 105/109, Strand, W.C.2 


REPRESENTATIVE wanted by com- 
Photographic 


mercial and advertising 


required by large 
motor car sccessorics, 


office « 


Age, experience and 
ase, to 
= 86 Ad 


salary 


Weekly 


Studio, Good opportunity and execu- 
tive position to keen man able to intro- 
duce and handle new accounts. Phone 
first Tem. 2370. Kendrick Snuidio, 26 
Maiden Lane, W.C.2 
COMMERCIAL, Artest of draughts- 
man interested in industrial design 


manufacturets of 
Good prospects 
Be 


for ung man Apply rsonnel 
Manager, Wiimot-Breeden Lad., 
Amington Roed, Birmingham, 25 
ADVERTISING. Typist, with or with- 
out shorthand required for Fleet Street 


technical advertising agency 
Must be willing to help with detail 
required 


InO Pleet St BC4 


CANDIDATES FOR 
THE A.A. LILP.A., and LS.M.A. 
EXAMINATIONS 


are offered a coaching service 
which has won remarkable 
successes, including a large per- 
centage of the A.A. Diplomas 
awarded in recent years and 
1.S.M.A's Pickup Medal in 1944, 
1946 and 1948. We also offer 
non-examination Courses, both 
comprehensive and specialised, 
in modern Advertising, Sales- 
manship, and Sales Management. 
Send for our 28-page booklet 
“Advertising’’ or ‘‘Salesman- 
ship and Sales Management"’ (36 
pages). Each is packed with 
practical information. They are 
free. So are the willing services 
of our Advisory Department. 
INTERNATIONAL CORRESPONDENCE 
SCHOOLS LTD., Dept. A.W. 
international Bidgs., Kingsway, W.C.2 


ADVERTISING MAN, thoroughly con- 
versant with “Classifieds from the 
Agency angle, required to manage large 
classified department of West End 
Agency Good knowledge of U.K 
newspapers and Professional journals 
and previous experience essential 
Efficient supporting staff. Good salary 
and permanc to right applicant 
Write fullest details age, etc., to 
Box 52 Ad. Weekly 140 Fleet St EC4 

WEST COUNTRY Ciroup of Engincer 


ing Companies requ experienced 
im writing, desgm KANN 
production of salcs boo folders, 
etc accustomed t vider 
Sales Director and Managers. Housing 
is difficult so single man probably pre- 
ferred Details of age, experience, 
salary to 


Box 70 Ad. Weekly I*0 Fleet St EC4 


JuLy 6, 1950 


APP 


TMENTS VACANT 


We have 
some 
very good 
men 


but there is room for three or 
four more in the team. They 
may be retouchers, figure men, 
letterers or illustrators. They 
are all welcome pravided they 
are VERY GOOD MEN. The 
right salary and conditions are 
available. Please telephone first 
for an appointment. 


PENTAGON 


Design Services Limited 
WELBECK 5445 


YOUNG EXECUTIVE around 


ideas on interesting accounts 
Sadler Advertising Lid., 44 Torrington 
Place, W.C.1 


by a Printing Consultant whose work 
embraces all processes. Excellent pros- 
— in congenial office 
jox 71 Ad. Weekly 180 Pleet St EC4 
PERSONAL ASSISTANT required by 
Advertising and Sales Manager of Bees 
Ltd., Nurserymen & Seedsmen, Mill 
Street, Liverpool, §, to assist with mail 
order catalogue production and other 
sales literature also to deal with sales 
correspondence and weries from 
travellers Must have r for sales 
Promotion generally Permanent and 
Cneperee post with os prospects 
‘or suitable applicant. State age, edu- 
cation, experience and salary required. 


Good Letterer 
Slick Visualiser 


| 
| 
| 


if you are capable of quick, 
slick visuals for all forms of 
Poster, Showcard, Leaflet and 
Press Advertisements and can 
finish all styles of lettering for 
these purposes, you may be 
just the man required by the 
Publicity Studio of a large 
Periodical Publishing House. 

There is full scope for speed 
and ability and good future 
prospects. 

Write in first place giving 
full particulars to 


Box 4 
Advertiser's Weekly, 180 Fleet St., E.C.4 


A VACANCY occurs in West End 
Agency for experienced Voucher Clerk. 
Good opportunity to take control of 
department. Write giving full detail 


of age, experience and required to 
Box 54 Ad. Weekly nD Pheet St BC4 


to CHA 8844 (Ex 23) 


25 re- 


quired to handle copy and schedules 
Must have good experience. Plenty of 
responsibility, opportunity to develop 


Write 
iving full details and salary to Fordham 


PRODUCTION MANAGER required 
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Jury 6, 1950 


APPOINTMENTS VACANT 


OSBORNE-PEACOCK 


(LIMITED) 
have vacancies for 
TYPOGRAPHER 


Thorough knowledge of typo- 
graphy essential; should have a 
sense of design and be able to 
produce a neat typographical 
layout. 


COPYWRITER 


Should have ideas of his or her 
own but will be at first re- 
quired to write mainly from 
copy direction and chiefly on 
feminine accounts. Excellent op- 
portunity for promising young 
man or woman with some 
previous experience 


FULL DETAILS (which will be treated 
es confidential) to 
Creative Production Manager 
OSBORNE-PEACOCK CO LTD 
47 Cannon Street, E.C.4 


LETTERING ARTIST required by 
srogressive London Agency rite 
Bos | 057 Ad. Weekly 150 Fieet St BC4 

ADVERTISING MANAGER. Young 
man wanted immediately to take charge 
of icity and display for multiple 
furniture retailers Headquarters in 
London, but must be mobile and abic 
to co-operate with Advertising Agency 
Write, stating previous experience and 


salary required. Apply 
Box 65 Ad. Weekly 150 Fleet St EC4 

ADVERTISING. Lcading Agents require 
oung lady to check charges for printer's 
ty. cks etc. Previous experience an ad- 
vantage & day week 1.30. — 5.30 
Holidays arranged. Write stating age, 
experience and salary required to secre- 
tary, Greenly's Lad., 6 Chancery Lane, 
WC. 

ADVERTISING Manager required. For 
woman's magazine. Write stating ex- 
erience and salary required 

ox 103 Ad. Weekly 150 Fleet St BC4 


RETOUCHING ARTISTS 


required 
capable of best work only— 
Salary up to £15 per week 
according to experience and 
ability 


THE COMMERCIAL ARTIST CO. 
163 New Bond Street, W.1 


IMPERIAL Chemical Industries have a 
vacancy for an Assistant in its commer- 
cial o ising in London. He should 
be 2 { good ¢ ducauon and with at 
least two to three years’ experience in 
an advertising agency or department 


<e of technical accounts and 
ith chents would be an advan- 
Salar according to experience. 
10ns should be made to 
cl Manager, H.O. & R., Staff 
Department, 2 Buckingham Cate, 

s 
CLERICAL Assustant required for 
Studio Manager. Exther sex considered, 


Write Secretary, John Haddon & Co 
‘ 


Lid Salisbury Square, b.¢ 
LARGE PUBLISHING HOUSE re- 
quire senior representative to sell 
advertisement space on well-known 
magazine. Ability to negotiate business 
on high level essential. Write stating 
age, experience, and salary required to 


Box 104 Ad. Weekly 150 Fleet St BC4 


i Phone 


A YOUNG MAN with an appetite for 
work (including some dull routine) and 
responsibility, who can write good clear 
English without frills, who is 
inteiiigemt and anxious to learn, re- 
quired to train a assistant to @ Very 
busy Adverusing Manager Typing 
ewsential. Write, stating age, education, 
Previous employment, salary required, 
and a few words as possible) why 

“i want to work in an Advertising 


epartment, to Advertising Manager, 
Sebe! Products Led, 30-41 New Oxford 
Street, London, W i ! 


YOUNG MAN or Woman as assistant to 
Primt Manager in Londen agency 
Knowledge of production an advantage, 
but not necessary. Flair for —_—— and 
routine essential. Write y in 

erson to Allardyce Palmer 1 Ar i 10” 
ingsway, W.C.2 

BOY WANTED—for busy commercial 
Art Studio. Opportunity to learn, but 
must be willing to do odd jobs and make 
himself useful to experienced artists. 
Apply ummediately to Hawke Studios 
lad., 22 Chenies Street, W.C.1. Tele- 
phome Museum 1181, 744] 


MANUFACTURING Firm employing 


two male artists in Advertsing rt- 
raent in Hull, requires a third good all- 
round artist with commercial experi- 


ence, age about 30 
Stating qualifications, 


Apply im writunm 
expernence an 


salary required, im confidence, to 
Reckitt & Colman Lad., Advertising 
Department, Hull 


MULTIGRAPH and Mululith Operator 
Experienced. Good salary, prospects 
sat condinons Apply Foyles, 121 
Charing Cross Road, C2 

QUALIFIED ACCOUNTANT wanted 


by art London advertising 
agency (LP.A Successful applicant 
will be required to work immediately 


inancial Director and must 
be able to take charge of department, 
control bought and sold ledgers, etc. 


young man—age %0,\o—which carries 
excellent prospects A knowledge of 
advertising would be helpful but it is 
not essential, Write, in first instance, 
giving full details of eases appout- 
ments, salaries, etc., 

Box ¥2 Ad Weekly “150 Pleet St BC4 


AEROGRAPH ARTIST 


One of London's largest Studios 
offers position to retouching artist 
of ability. interesting work in 
colour, and black and white. Photo- 
Litho and Letterpress reproduction 
The work requires a craftsman with 
well developed artistic feeling and 
the experience to colour and re- 
touch photographs and drawings 
of figure work as well as mechanical 
subjects. The engagement is per- 
manent 


and remuneration com- 
mensurate with the position. if you 
are interested and feel you have 
the qualifications please write or 
ring for appointment to 


PULFORD PUBLICITY LIMITED 


42 GLASSHOUSE STREET, LONDON, W.! 
Telephone : REGen«t 1084/5 


This is @ permanent appointment for a 


ADVERTISING Specs Salesman, used 
to Guide and ports Media, ctc., 
required by old established firm of 
Contractors, willing to travel Salary 
£10 per week and commission 10 per 
cent Only first-class man used to 
earning really big money need apply 
Write in first instance full particulars to 
Box 97 Ad. Weekly 150 Fleet St BCA 

MAN with experience required for small 


department being established m 
machine tool manufacturing organise- 
tion to handle the preperation of adver- 


tising matter, catalogues, leaflets, etc 
visualising and pre- 


Must be c bie of 
paring cengh layouts and be experienced 


y contacting block makers and printers. 
Box #0 Ad. Weekly 150 Pleet St BC4 


your 


Cla ssifi eds 


| 


CLASSIFIED ADVERTISEMENTS 


YOUNG WOMAN, aged &5-35, 
quired to take charge of the Classified 
Advertisement section of the Advernser’s 


Weetly. Some advertising experience 
essential. Ability to type an ee 
Address lications to Mr. B 


Sykes, 180 Pleet Strect, BCA. 
PATONS & BALDWINS want young 
woman to handle detail concer 
knitting designe for publicity; —— 
typing essential, know’ 
an advantage 
11 Grosvenor Street, 

187 
AN OPPORTUNITY occurs for « man 
about 30 years to enter the services of « 
well-establixhed London firm to take 
ff the preparation of technical 
salcs catalogues and leaflets Write 
giving age, details of experience, ctc., 


Box 8? Ad. Weekly 140 Pleet Se BCA 
Only men with genuine experience of 
techmcal catalogue work should apply. 


ARTIST 
all-round, experienced agency man re- 
quired for W.1 Advertising Agents 
Lettering. typography. creative ability 
essential, some knowledge of retouching 
an advantage Fullest details of ex- 
perience, accounts worked on, age and 
remuneration to 
Strand Publicity Led., 
10 Stanhope Row, Mayfair, W.! 


WELL ESTABLISHED Technical 
Journal requires edvertisement space 
saleaeman with good connections in 
engincering firms and advertusing 
agencies to cover Scotland and N.E 
Coast. Salary and commission. Only 
men of highest reputation are asked to 
send full particulars to 


Box 100 Ad. Weekly 140 Pleet St BCs 
ASSISTANT TYPIST We are a 
London Advertising Agency We 
she must be 


want an intelligent girl 
able to type wall ond reasonably quickly. 
She will have to collect and deliver an 
internal post every hour and she will 
be expected to make tea twice a day for 
a handful of people That's the job 
The wage is {4 for a five-day week, 
6Wam. w 6pm. If the job is your 
cup of tea write to 
Box =5 Ad. Weekly 140 Fleet St BC4 
YOUNG LETTERING ARTIST re- 
quired by manufacturers in West 
London General art work, des 
layout and finushed lettering, knowle 
of typography. Interesting and varied 
work rite giving full details of 
experience, age, and salary required to 


Boa BE. 451 Bensons, Kingsway Hall, 
Kingsway, Wice 

EXPERIENCED Layout Artist and 
— Layout Artist required for 
Publicity Dept. Varied and interesting 
work These positions are permanent 


and pensionable. Write full details of 
experience and salary required to 
Box 05 Ad. Weekly 180 Pleet St BCA 


FIRST CLASS 
LETTERING ARTIST 


for progressive Studio. Good 

salary. Also experience General 

Artist. Figure essential 
STUDIO SEVEN LTD. 

47 Red Lion Court,W.CA Hol 9357 


ASSISTANT to 
required by 
House 
essential 


Production Manager 
well-known Publishing 
Expernence desurabie but not 
Pull paruculars in confidence 


to 
Box 0) Ad. Weekly 140 Pleet St BC4 

NORTH LONDON manufacturers re- 
quire energetic young man with agency 
experience in lay-out and roughs for 
advertising and display eply 

Ad. Weekly 140 Pieet St BCA’ 


Box 1045 
EXPERIENCED Invoice Typist re- 
quired by Austin Knight Lad, Phone 
EM. 701, for appointment 


FIRST-CLASS SYACE REPRESEN- 
TATIVE REQUIRED for North-East 
England by engineering export journal 
Previews cxperience i an cesential 
qualification and applicants should be 


prepared to reside in Yorkshire. Write 

yving full details of career to Machinery 

Aeyd, 6 Cavendish Place, Regent St, 
wW.. 


to CHA 8844 (Ex 


ADVERTISER'S WEEKLY 


SILK SCREEN MAN required 
Progressive a, 


ie, TTD 
Pulham Road. 5 W.8 


APPOINTMENTS WANTED 


YOUNG MAN (25) well educated with 
Agency and space selling « 
secks & post to represent technical 
journals of @ national publicetics im 
Yorkshire or the Northern Bel: —First- 


© ss < 
Box #0 Ad. Weekly 150 Pleet St BCs 
INTELLIGENT Advertiving | 


vores 

cocks mt u6©cfl)6|6oducetn value 
Potential D.A.A. Age 22 

Box #1 Ad. Weekly 180 Pieet St C4 

YOUNG MAN with journalistic and 


agency cxperence tecks post as junior 


copywriter. Salary secondary to good 
rospects 
m= 45 Ad. Weekly 150 Pleet St BOs 


TECHNICAL EDITOR quatitied widely 
experienced available to prepare articles, 
edi house-journals, assist agencies, etc. 
Landon office 
Box 7s Ad. Weekly 10 Piect Sc NOs 

MARKET RESEARCH, experenced 
woman investugator » widely trevel- 
led, seeks responsible and progressive 

panos Available at short notice 
72 Ad. Weekly 190 Pleet St Ba 

Two EXPERIENCED | codon |ournal 

iets, with national Presse contacts, at 
mt engeged an l’rew and dene 
clations work for « major ind 
desire to contact other industrial 
sations, trade federations etc, 
ior of their achievernents and keen 
these to be more generally known. 


oo yy ad Weekly 150 Fleet St BC4 


DO YOU 
APPRECIATE COPY 


that is written with grat respect for 
words and real understanding of what 
makes people “‘tick”—and [DBAS 
that are backed with much Merchan- 
dising and Marketing experience’ If 
you do, this woman is at your serivce 
@ Copywriter, Account Executive of 
Advertising Manager 
Bex 82 
Advertiser's Weekly, 160 Fleet Se, 6.0.4 


UNIVERSITY MAN carly 0's, wide 
business executive cxaperience trade 
press, Publicity Sales management and 
specialised knowledge of export mar 
kets, well travelled U.S.A. and Conti 
nem, desires change where full scope 
for iniuative and application of natural 
energetic and progressive outlook can 
be fully utilised. Write Hox No. 106 
c/o Crossleys, 5 Racquet Court, Pieet 
Street, E.C.4 

GRADUATE of London An School 
Young Lady, well educated, versatile 
and scoomplished in most art formes 
desires to continue training with com- 
mercial studio or agency Only moder- 
ate salary expec b Available now 
Box 75 Ad Weeniy im? Pleet Se BCs 

VERY GOOD advertieng manager seeks 
change—as aedvertining manager or 
account executive. Only those — 
to with a reasonable amount 

change should reply 
Box 1060 Ad. Weekly 150 Pleet St BC4 


FREE!! 


Consultation with top-rank female 
riter on that ewkward “woman's 
pd fe edvertsing end marketing 
problem. Complete campaigns pre- 
pared, end recommendation reports 
written, for reasonable fees 


Box 102 
Advertiser's Weekly, 160 Fleet i.. E04 


GENTLEMAN age 45, married: desires 
responsible position in London area in 
advertising of publicity world Ar 
present space selling and medium buy 
ing for canema Advertising Contractor: 
for past 6 years; previously for many 
yeart in cinemas management for larg: 
ciroult; desires immediate change, 
excellent reference 
Box 62 Ad. Weekly 180 Pleet St BCs 


(Continued on page 51) 
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Trurspay, Jury 6, 1950 


(45/- overseas) 


STOP PRESS 


NEWSPRINT FOR 
PROVINCIAL PAPERS 


Harvey Rhodes, Parliament- 
ary Secretary, Board of Trade, 
| wao to-day (Thursday) meets 
| delegation from Newspaper 
pr eae | on newsprint for pro- 
vine and weekly newspapers 
| (see page 5) told questioner in 
House of Commons, Tuesday, 
that provincial daily and wee 
newspapers would get a fair 
share of newsprint when addi- 
| tional supplies were available. 


HUTCHINSON DENIAL 


i Hutchinson & Co. (Pub- 
lishers) denied yesterday (Wed- 
nesday) statement made in 


Suachy newspapers that Od- 
r 


Bowater mark... mere competing to purchane the 
| company. 

WATERS reproduce here a newly registered trade mark. The eee: representative 

arrow stands for precision, purposefulness, and integrity; the ac hdvertiement and odttorial 
wings for drive, impetus, and service; the water for the covering 
of distances — symbols which represent correctly the aims and 
policies of the world-wide Bowater Organisation. 

Y entries made in the Trade Marks Register, the subsidiary mie 
companies of the Organisation in this country which sell the 
production of the Bowater paper and board mills, either in 
original or converted form, have been recorded as Registered 


Users of the mark. 


ESIDES being used to identify goods manufactured by or for 
its registered proprietors, the mark will be seen on the proper- 
ties and equipment of the Bowater Organisation, and will be 
used as an advertising symbol. 


THE BOWATER PAPER CORPORATION LIMITED 
(registered proprietor of the trade mark for the home market) 


BOWATERS SALES COMPANY LIMITED 
(registered proprietor of the trade mark for export markets) 
9 PARK PLACE, ST. JAMES’S, LONDON, 58.W.1I 


Published by the Proprietors, BUSINESS URICATONS, Led. ' . . Es (Phone : Chancery 6844) 
July 6. 1950. Printed in Eneland by Street, London, establishment. 
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